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1847 ROGERS BROS. PRICES REDUCED 


Shi f/ 
Silver Celebration 


NOW AT REODVUCEO PRICES * 


wt beg ht. Bros. : 


52 piece serv! e f 


Fo aes 


“ Silve, 
Celebratio,. ee 
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Sine ‘Service Platter 


tad d 
demons tos as 8 
ROs 


And a Special Silver Celebration Bonus 
<== aad F 





Now, your best-selling unit — 52-piece 
service for 8—at a new low price. $79.75, 
Colorful display suggested retail. With chest, $89.75. 
above for counter or 


window! Your customers 












will see our full-page ads And a magnificent Silver Service Platter 
— $l extra (plus 10¢ Fed. tax) when 
customer purchases 52-piece service for 8. 
Regular retail value of Platter, $17.50. 


in local Sunday news- 
papers. They'll be 
looking for 1847” 


in your store! 


ASK YOUR APPROVED WHOLESALE 
DISTRIBUTOR FOR COMPLETE DETAILS. 





1847 ROGERS BROS. 


America’s Finest Silverplate The International Silver Company, Meriden, Conn. The Silver City 


















there’s a difference 





in diamonds 


ae a 


she The man may pay for her diamonds, 
aati eG a but she's the one who makes 
+. : the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection. 
All top values in whatever 
quality, shape or size diamond 
—_ she desires. 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community. 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and 60 ct. 
diamond necklace. 
Available on memo. 





William Levine Company 


Importers and Cutters of Fine Diamonds 





29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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SEPTEMBER 1958 


That clock on our cover means we have con- 
fidential news for you about Fall and Christ- 
mas prospects for merchandising clocks—and 
the "word" comes straight from executives of 
leading clock manufacturers and importers 
(page 48). . . . Costume jewelry will come 
into its own with the new Fall fashion silhouette. : 
Our fashion editor, Jerry Gewirtz, tells you 
{page 52) what to stock up on... . And you'll 
find good ideas on cultivating customers for 
Circular the future in “How to Teach Teens About 


Sterling” (page 62). 


>. 
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GET 3-WAY SALES ACTION WITH THIS J-B 


3 T BONUS OFFER! 


Triple your sales appeal with your order of 
the new J-B 72 piece assortment of best- 
styled, best-selling bands for men and women. 


YOU GET FREE: 


SALES PUSH AT YOUR COUNTER- 


FREE luxuriously finished Limed Oak 
Counter Cabinet. Felt padded base, vinyl cushioned 
crystal clear glass front, displays 27 bands in only 
14%” x 14” of space. 


SALES PULL FOR YOUR WINDOW- 


a} FREE Watch Repair Dept. Merchandiser, 
with electric Westclox Clock! Builds up your watch 
repair volume. Creates consumer habit of looking 
in your window for correct time—only 1334” x 8” 


SALES IMPACT EVERYWHERE- 


FREE Trio Display. Jet black base with 
gold lettering. Attractive, small, pilfer-proof dis- 
play for counter or window use. Only 5” x 3”. 


PLUS 


FREE—7 Custom-Molded Watch Band Trays. 


PLUS 


FREE—3 Watch Repair Dept. Display Cards. 
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Your Keystone cost—( 72 bands) only..... $480.00 
Your selling price—(incl. fed. tax).......... 550.70 


YOUR PROFIT $310.70:;.. PLACE YOUR ORDER TODAY! 










THE JEWELER’S BEST LINE OF WATCH BANDS IS J-B THE JEWELER’S BEST RESOURCE IS THE WHOLESALER 


JACOBY-BENDER, INC., WOODSIDE 77, NEW YORK Aieeieteenam JACOBY-BENDER CANADIAN LTD., TORONTO, ONT. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1958 3 


ERNEST BOREL 


PRESENTS... 


FLASH, the watch with the electrically 
illuminated dial is offered as proof of ERNEST 
BOREL’S progressive policy. Great ingenuity 
and inventiveness have resulted in a miniature 
“lifetime” battery to light the dial, simply 

by pushing a button. This provides instant 
visibility in darkness or semi-darkness without 
the eves having to adjust as with other types 


of dials. 


These other FLASH features assure accuracy 
and long wear: 17-jewel movement, unbreak- 
able mainspring, shock resistant and anti- 
magnetic. Waterproof case in either stainless 


steel or gold plate. 


Owner Can Recharge 


The FLASH battery is guaranteed 
against defects—is rechargeable at about 
six month intervals with special device 
provided with each watch. This is easily 
done with the use of a flashlight 


without harm to the batteries. 


ERNEST BOREL 


NEUCHATEL © SWITZERLAND 


For Complete Information Write To: 
BOREL WATCH COMPANY / 1008 WALNUT / KANSAS CITY, MO. 
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-K & B brings you a wonderful new idea to 
help you step-up your diamond sales! 


No. 2362/22 
Bride’s Wide 
Wedding Ring 


No. 2363/22 
Groom's Wedding Ring 


No. 45/2283/22 
Wedding Ring 


No. 147/2282/22 
Engagement Ring 


Shown is but one of a splendid variety of 


new designs in ths great “Quartet” series! 


The Series consists of matching sets of FOUR rings each. You get a bridal 
set and a bride & groom. wedding ring set. Step up your bridal set 
customers to a trio by offering the groom’s ring. If you fail, you can offer 
another customer the remaining bride & groom set. If you succeed in selling 
3 rings, the fourth ring can be sold as a wide-wedding-ring. 


Thus, you are never left with an “orphan.” Yet you always have an oppor- 
tunity to sell THREE rings to a bridal pair customer. The FOURTH ring 
avoids the condition of being left with a groom’s ring, which, by itself is 
usually not readily saleable. Instead, it leaves you with a desirable bride 
and groom set. K&B creative merchandising solves a problem and gives you 
extra sales. 





New! “Quartet” Series of 


HAVE YOU SEEN K&B’s Perfect Lock? , 
newspaper Mats Available! 


It’s America’s Finest Ring Lock! 


The wonderful, new “Flip-Grip” action is easier to 
operate and infinitely more durable. Jewelers every- 
where proclaim far superior to anything on the 
market. See it. (Pat. No. 2,809,502). 


KARLAY ¢ BLEICHER, 


LAS 136 W.52nd ST., NEW YORK 19, N. Y. 
Sz” OFFICES IN CHICAGO AND LOS ANGELES 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


K&B products distributed 
through your wholesaler! 


Nt 


PRaet meee 266. 
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new HMerschede 


\ 
This year Herschede offers \ 
you three new models, 
beautifully cased and 
designed to meet the 
requirements of modern 
homes and apartments. 
Although smaller than most 
chiming clocks, their 
amplified chiming and 
striking mechanisms produce 
the same full resonance as 
larger clocks. 

Display these new, 
attractively priced, 
beautifully finished clocks. 
They will give a real boost 
to your Christmas Sales! 


Herschede Clocks are 
nationally advertised in the 
New Yorker, House 
Beautiful, House and Garden, 
Town and Country, 

The Diplomat. 


Your wholesaler is ready | 
to supply you now. Pe. eat kes 
di peg’ ig tl ee 


The HERSCHEDE HALL CLOCK CO. 


Cincinnati 6, Ohio 





No. H-356 ABBOTT 


A beautiful mahogany case in Provin- 
cial design that fits perfectly in any 
room. ivory dial, black numerals and 
hands, gold sweep second hand, poi- 


Westminster Chimes—Electric 
Retail $45.00 List $54.00 


No. H-752 BANCROFT 


Beautifully proportioned in French 
Provincial design with a_ fruitwood 
finish. Ivory dial, black numerals with 
gold hands, gold sweep second hand, 
polished brass bezel. 12%" high, 8” 
wide, 3" deep. 

Hour and Half-Hour Strike —Electric 
Retail $55.00 List $66.00 
No. H-752-B8 
Key-Wound Hour and Half-Hour Strike 

on Ding Dong Bell 


Retail $55.00 List $66.00 


No. H-754 EATON 


Gracefully styled Colonial design with 
Mt. Vernon pictured on glass panel. 
Ivory dial with colored floral design, 
black numerals and hands, mahogany 
finished case and spiral gong. 11! ” 
high, 7%" wide, 42” deep. 
Hour and Half-Hour Strike— Electric 

Retail $48.00 List $57.60 


No. H-754-T 
Timepiece only —Electric 
Retail $35.00 List $42.00 
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The “Built-in” helpfulness 
of Makepeace metals makes 
jewelry designing easier e e e There’s much more than a bill of lading 


that goes with each shipment from the 
Makepeace plant. There’s a big plus — 
the “know how” to give you what you 
need to design fast selling jewelry — and 








the willingness to consider your needs as 
part of a basic service to the jewelry in- 
dustry. Makepeace craftsmen are masters 
of fine metal (such as gold, gold-filled and 
sterling silver). They make it easy for you 
to design a line and build it just the way 
you want it. 












D. E. MAKEPEACE DIVISION 


Attleboro, Mass. 












For a mirror finish 
ame without polishing 
—=" use Silva Brite process—@ (" 








T New Baker settings 
dramatize diamonds 

















Advanced thinking at Baker has created 
advanced designs in settings. Styled to 
modern tastes, a Baker setting will comple- 
ment every stone, make it brighter, add 
lustre and fire. To be shown at its best, 
every stone needs a dramatic Baker setting. 
Available in all sizes in 10% iridium plati- 
num, jewelry palladium and gold. 





A profitable and efficient way to produce 
mirror-bright silverplate finished directly 
— with little or no polishing. The process 
is non-critical, easy to use, economical and 
produces a hard, ductile, brilliant finish. It 
is being used successfully for all types of 
jewelry and hollow ware. Work is done in 
a clear water-white solution, enabling the 


operator to watch plating being done. BAKER SETTING DIVISION 


850 Passaic Ave. 
East Newark, N. J. 


Complete technical details available. 





AMERICAN PLATINUM 
& SILVER DIVISION 


231 New Jersey Railroad Avenue 
Newark, N. J. 







BAKER 
SETTING 
DIVISION 












AMERICAN 7 
PLATINUM eveaens 
& SILVER 113 ASTOR STREET 


eT MARY LO), NEWARK 2, NEW JERSEY 
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+ COBB+ 
New Ear Clip! 


Model 762 
Actual Size 





a on > eB Se 


Contour design of clip allows 
maximum ear lobe clearance 
for greater comfort. 


Model 762 


New traction design of head 
provides unique security. 


Full length, rib- 
bed center-leg 
gives reinforced 
spring tension — 
assures longer 
life of clip. 











VAS r.¢- Cc) a F3, vo 101 SABIN STREET 


PROVIDENCE 3G, R. l. 
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Easy Sales... 


our WIDE WEDDING RING promotion 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 


any rings in your store! 


@® Hand-carved, faceted yellow and white 14K gold 


two-tone combinations. 


@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 













@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@ And remember — Polishook 
service is always depend- 
able .. . 24 hour delivery 


on ‘specials.’ 





See this and hundreds of other profitable 


otions. Sell and profit with the 
“ILOYDS OF NEW YORK | Display only available 
wedding rings; ssOwe with 12 styles illustrated. 
Your total cost only $] 93 


Polishook prom 


POLISHOOK LINES: 


known diamond engage 


« and “FIDELITY” 


ment rings, 
YTHING IN RINGS" 


_ nationally- 


even baby rings — “EVER 


. . 1§ 
rings, fraternal rings, 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 
Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York” and “Fidelity” 


CHICAGO OFFICE: Heyworth Building, 29 E. Madison $v. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 


There is a Polishook Salesman 
in your territory... 
Write today and we'll send him 
to see you. 


. 


~~ 





Waech Parade Fme 


Here’s how you can attract customers to your store—and sell them 
the latest fashions and features in fine jeweled-lever watches 


Nothing attracts customers to your store like a dazzling motion display of modern jeweled-lever 
watches. That’s why Watch Parade Time—October 6 through 18—is your big opportunity to 
sell your store as the place to buy these watches. 

What makes Watch Parade Time the biggest promotion of the year? For one thing, it’s 
a coordinated promotion that urges your customers to go to their jewelry store to see what's 
new in time. 

For another, your Watch Parade ‘Time promotion material—planned to help you set up 
your live-action window display, show your inventory to best advantage, plan your local 


advertising, direct mail and publicity and sales train your staff. 


How to Make Sure Your Store Joins Watch Parade Time 


We have already mailed you your Watch Parade ‘Time promotion announcement. It lists the 
material described on these pages—so you can study your promotion aids and order them on 
a special card. If your announcement has not arrived, write airmail to: The Watchmakers of 
Switzerland, c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 


Six free mat ads like these are 

ready to run in 1, 2 and $3 

column sizes, ready to tell your 

customers about thc latest fash- 

ions and features in jeweled- 
lever watches. Plan to run 
%,- them in local newspapers. 





IT’S WATCH 
PARADE > rere na 


Be sure to use this post card We cordially invite you to visit our 
ail } ay d 1] latest exhibit of ‘oday’s newest 5 saa = ~ 
mat, mail the card to all your watches during Watch Painde Time Pe = he sales-training manual, “17 Jewels—Why?” will 
customers, put ona direct-mail Pee ee help your staff explain to customers why that next 
promotion to put over Watch STORE NAME wos = | watch should be a Swiss jeweled-lever watch.“A Whole 
Ing "TT; 4 r y . ~ ie . . 
Parade Time. ) ' * er s= New World of Time”—mailed with your mat order— 
; Pe an gives your staff a glossary of today’s most important 
words in fashion and performance. 








FOR THE 12TH YEAR, FEATURING THE SLOGAN: 


32 


“For the gifts you'll give with pride, let your jeweler be your guide. 
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IS THE BIGGEST PROMOTION OF THE YEAR! 


(October 6 through 18) 


rt f 
ATES T 

INVENTIONS, 

FASHIONS, 


FEATURES. IN FINE 


JEWELED-LEVER WATCHES 








Make your window stop traffic with this colorful, live-action display featuring what's 
new in lime at Watch Parade ‘Time, October 6 through 18. It comes with two side cards 
and ten watch-identification cards. Side card on the left calls attention to the most 
modern watches the modern jeweler sells, the latest Swiss jeweled-lever watches. 

The center piece of the display is a real eye-catcher with its “magic’’ revolving 
motion, striking colors, dramatic message. Side card on the right features the importance 
of your advice about the combination that counts. It’s easy to see why this display will attract 


customers to your windows during Watch Parade ‘Time. 


a , fine 

0 
a. : THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF - y/ 41 ¢ he ¢ /-L4 Ler 
= Swiss Watches 
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‘UNIVERSAL 
ORDLESS 


Electric Shaver 
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DESIGNED BY 
RAYMOND LOEWY ASSOCIATES 







Exclusive Universal product development 
opens up whole new shaver market! 


Imagine ... no clumsy cord, no plug, no outle: needed, yet you get the 
wonderful convenience of electric shaving anywhere . . . anytime! That’s 
the radically new shaver now introduced by Universal. Double your 
sales with this sensational new Electric Shaver that runs for months 

on regular penlight batteries. There’s big sales appeal to the man 

whose beard grows quickly ... he can keep a “barber shop” shave right 


















in his pocket. It’s the perfect gift for travelers ... no bothering with iil a 
changing voltages anywhere in the world. Get the jump on quick profits Beautifully Gift-Packed 
by getting your order in NOW on this new Universal exclusive! FOR CHRISTMAS SALES 






Packaged for an eye-catching display 
SHAVE ANYWHERE ...No Cord ...No Outlet Needed! = your counter—gold-edged box 
a» with rich, colorful insert, plastic 
top and easel-back. Holds shaver m 
and real leather carrying case. $16.95 










A ~~ +. 











CARS, TRAINS BOATS OFFICES 
OR PLANES 


CAMPS 
COTTAGES 






ideal for foreign travel— no worry about voltages 







LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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~ Quality tells... |. 
Quality SELLS always!” 
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PATENTED, Feature Yoo DIAMOND RINGS 


PATENTED Featu re-gleo SETTINGS 





PATENTED Glorified LOCKING DIAMOND RINGS 





E-seelll Soe SETTINGS WITH BAGUETTES (pat. appi'd for) 


@ ACCEPTANCE RINGS FOR MEN 
EACH RING BEAUTIFULLY INSCRIBED 
“LOVE CONQUERS ALL” 


@e LADIES’ AND MEN’S STAR SAPPHIRE 
AND STAR RUBY RINGS WITH DIAMONDS 


e LADIES’ FANCY RINGS AND 
@ LADIES’ PRINCESS RINGS 


® LADIES’ PEARL RINGS 
WITH DIAMONDS 


@ MATCHED DIAMOND WEDDING RINGS 
FOR HIM AND FOR HER 


e “FOREVER DARLING” DIAMOND HEARTS 
AND “FOREVER DARLING” DIAMOND 
PENDANTS, SOME WITH PEARLS 


COMPLETE RANGE OF MERCHANDISING AND PROMOTION 
AIDS TO HELP YOU BUILD TRAFFIC AND CREATE SALES 


LOOK FOR re foatare TRADE-MARK IN EVERY RING 


FEATURE RING COMPANY, INC. - 130 WEST 46TH STREET. NEW YORK 36, N. Y. 
WORLD'S LARGEST MANUFACTURER OF INTERLOCKING ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS~ 
Feature Lock, Feature-glo, Acceptance, Forever Darling are registered trademarks of Feature Ring Co., Inc. Feature Lock pat. 2507348, Feature-glo pat. 2774231, Emerald Fire pat. applied for 744625 
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The Wyler Superior... 





Va"sol alo ll of- toate) 0l-ul lelet-ba(-> am =t-t'-talel-mn A sal-1 =) 
Shock and Water resistant—25 Jewels. 


Reserve power over 40 hours. 





=> eda-Wil-tgel—me ol-Ur-talot—ma\, aal-1-1 made] am—ae- tell inas 


I-A" 7-1 [Te Mi endo) at-tale me, alaleiiale masl-1oial-tall-jaaP 


psNmoi ale} loi -m-1-11-1en diel a Me) at_-34-1-1 Pie leo}ioMbdlil-1oMt-lale 77 
ue 5 .@iele} ici aslelol-1\_-marmn i gel salt: t- 6 Ato] Om a-3¢-11F 


ye% T-tomr-as-til- 0 eo) l-mn\, Abdel Otel dol alelasl=b4-) am O1-) ma abalot-b7-F 


SUPERIOR. Wyler 


. Superior in Accuracy ' rn “ a 7 e > 4 


Tel ol-1a lela ial ad @-t-)4lel—m- tale Ml ad genant 


slellcMeolalhamasigelslelamel-sy4-1(-18— WYLER WATCH CORPORATION 131 East 23rd Street, New York 10, N. Y. 








— rn a - ss 











Palladium profit pointers . . . one of a series 


Palladium is EASILY WORKED 


... another reason you can offer such impressive and appealing jewelry designs 


Jewelry palladium is easily worked by hand or machine. _ sive designs and settings . . . without excessive weight. 

It is very ductile and can be worked hot or cold. And its strength assures long and satisfactory service 
In addition to facilitating the manufacture of intricate for your customers. 

parts, this “easy working” helps the setting of precious You'll be delighted with the many new and beautiful 

stones and minimizes the risk of chipping gems. You'll designs available in brooches, rings, bracelets and other 


need no special tools or techniques, either, for your own pieces of palladium jewelry. At your request, we'll be 


gem-setting operations. happy to send you illustrations along with the names 


Thus jewelry palladium can be fashioned into impres- and addresses of suppliers. 


Palladium is modern... white... light... strong 


...all-precious ... easily worked. . . nationally advertised. 


PLATINUM METALS DIVISION ¢ THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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i OE 
with 
sincere 
apologies 


We Certainly Want to Express our Thanks 
to the great many jewelry dealers who visited us at 


the R J A Show in New York. 


The Response to our exciting line of 
14 Karat Jewelry designed for teen-age taste was 
far greater than we could possibly have anticipated. 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| The reaction to our Exclusive Charm Dangle Rings with | 
| | 
| 
| 
| 
| 
| 
| 
| 
| 


Adjustable Shanks* (Pat. Pending) was absolutely explosive. 


We want to thank you for your patience with us at the show and 
we deeply regret our inability to give you proper attention. 


Our representatives are now showing our line 
which is styled and priced to meet the greatest popular demand 
of the Teen-Age Market. Write to us today 
for complete information. 


NORTH EAST—Victor Emmet MIDWEST—AI Wagner 


SOUTH EAST—Irving Reiss WESTERN STATES—Saul Posner 
SOUTH WEST—Abe Solomon 


f 
17, LOMINE>- 


62 W. 47th STREET + NEW YORK 36, N. Y. * PLaza 7-0420 


* No Sizing Necessary 


Seat Se SY 
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ANNOUNCING 


sterling opportunities 


for 
RETAIL 


ASSOCIATE MEMBERS 





THIS INSIGNIA WILL IDENTIFY 
YOUR STORE WITH A GREAT 
INDUSTRY-WIDE CAMPAIGN 


YOUR ACTION PROGRAM to help 
you SELL MORE Solid Silver 


The Industry Campaign 
begun in January is a long-term continuing program of’ national advertising and ict 
publicity keyed to the theme “Sterling. is for Now...and for You.” It has scored 
effectively in consumer interest ready to be converted to your profit. 

| eo es | 
More than three-quarters of a billion messages have already been registered in this 
massive, growing drive to popularize sterling flatware. This program is winning “new 
friends’’ for sterling silver and new sales for the retailer. Now is the time for sterling 
dealers to associate themselves with the industry campaign. 

Oe os, oe 

The Fall phase of the campaign will peak‘to the biggest gift sales opportunity you 
have ever had. For the Christmas retailing season the campaign message will be — 


“Sterling is for Christmas...and for Her” 


Associate Membership for Your Store 


enables you to cash in on the growing momentum of the national program... plus’ | 
an exciting gift promotion plan. You will*be able to tune in the big profit picture ° 
with a complete kit of promotional materials at share cost of only $10. 





If you have not already received full details in-the mail, write: Sterling Silversmiths 
of America, 551 Fifth Avenue, New York, N. Y. Reserve your kit promptly! 


Sterling 1s for [Now]and the profit is for You! 
























. . ae 
e e . , ; 
Peeper . 
| ‘ 


Point of Sale 


Merchandiser 
brings plus 
volume to 
watchband 
sales! 





basta 


Now...Gemex researches proven merchandising 
methods...applies them to watchband display—and 
ups sales volume in jewelry store after jewelry store, 
with this new 3-tiered, 36-on A-65 display! 

@ COMPLETE SELECTIVITY — mass display of 
best-selling styles at customer’s fingertips! 

@ COMPLETE VISIBILITY — for every band, thanks to 
Gemex’ dramatic new “Open Invitation’’ package! 

@ BUILDS IMPULSE SALES — set up to stimulate 
on-the-spot buying decisions...lets customers browse 
and select at their convenience! 


ff 


from \& 
your : 
wholesaler YE} 
today! — 


order ,@«@il 
A) 


the GEMEX corporation, Union, New Jersey 
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RUNNING A 
SUCCESSFUL 
SALE 

iS AN ART! 


by Manny 
Silverman 


THIS FINE JEWELER HAS 
BEEN ESTABLISHED FOR 
ALMOST 70 YEARS. I'LL LET 
HIM SPEAK FOR ME! 





ATLANTIC CITY, NJ. @ = phone ATLANTIC CITY 6.3/4 


Silverman Sales Ente@prises, Inc, 
560 Fifth Aveme, 
New York 36, N. Y. 


Gentlemen: 


When conditions dictated a store-wide sale to raise cash 
and reduce inventory we turned with some trepedation to 
& sales promoting firm and after a thomgh investigation, 
decided that your firm was most likely to insure a suc- 
cessful sale. 


Now that the sale is behind us we feel that our decision 
was correct and that your firm was co-operative in every 
respect and most helpful in solving our problems. 


The supervisor on the job, Ee is a walking 
cynamo, never tiring and always co-operative to the pth 

degree. He is a man who Rot only knows his sales merchan- 

Gising, but also knows hie diamonds and jewelry and we feel 


that we were most fortunate in Maving him work with us. 
Cerdially, 


Vnian 


Moneys. 











WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: PLaza 7-4693 








LETTERS 


& SON: When I saw that picture of M. L. 
Millspaugh, president of Samuel Kirk & 
Son, in your August issue (page 101) I 
did a double take. I met Mr. Millspaugh 
five years ago—and, unless he has found 
the Fountain of Youth this is not the 
same man... 

St. Louis LOUISE CRANE 


Right you are, Louise. It was a picture of 
a younger Millspaugh—Kirk Millspaugh, 
son of M. L. Millspaugh and currently ad- 
vertising manager of Samuel Kirk & Son. 
Our error—and our apologies.—Editor. 


M. L. Millspaugh Kirk Millspaugh 


PIERCED EARS: I was interested in the 
article on ear-piercing in the April issue 
of JC-K and in Mrs. E. R. Anderson’s 
letter on the same subject in June. I have 
felt for some time that jewelers are not 
sufficently aware of the current trend to 
pierced ears in this country. 

I have been a jewelry-hobbyist for some 
ten years and have no intention of turn- 
ing that hobby into a commercial venture. 
However, I have been under pressure from 
female friends and friends of friends to 
make them “pierced earrings” or to con- 
vert the non-pierced sort. 

As a first line of defense against having 
an enjoyable hobby turned into a chore, 
I have suggested a visit to a regular 
jeweler—but I am almost always told that 
jewelers’ stocks of pierced earrings are 
either very limited or non-existent. Hence 
this letter. 

While not wanting to seem to be telling 
the professonal jeweler how to conduct his 
business, it appears to me that a rather 
promising market is being neglected. Wo- 
men are enthusiastic about the security 
offered by pierced ears and say that this 
very security makes possible the wearing 
of more expensive earrings. Why don’t 
jewelers promote earrings for pierced ears 
—not only to better serve women whose 
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ears are already pierced but also to in- 
crease their sales of higher-priced jewelry? 
Aberdeen, Md. PAUL WALTON 


DISCOUNT HOUSES: I get a great kick out 
of reading articles by retail jewelers in 
our trade magazines on the issue of “How 
to Meet Discount House Competition.” 
It’s like reading a dime novel. 

Little do these merchants realize that 
the discount houses are here to stay; 
under our laws they have a perfect right 
to open up a business, adopt whatever 
ethics they like. As long as they keep 
within the framework of fair trade and 
other statutory regulations, there is noth- 
ing to stop them. 

Some of those retailers who flap their 
wings and crow that they have licked the 
discount house are either imagining things 
or are located in regions where discount 
houses do not constitute a serious menace. 
It won’t be long before this cut-throat 
competition destroys all incentive for an 
individual] to start in a free enterprise 
business. 

LOUIS QUADRETTI 


Shelton, Conn. M. QUADRETTI & SONS 


STAINLESS: An article in your August 
issue says that Hyman J. Cohen discussed 
stainless steel in a speech he made in 
Detroit in May 1933. Unless my memory 
fails, there was no such thing as stainless 
steel flatware in 1933. In those days they 
spoke of nickel silver or some other in- 
ferior materials usually sold in the five 
and dime stores. What gives? 

Omaha JACK LOURIE 


Your memory is accurate, which is more 
than we can say for the printer or proof- 
reader. Mr. Cohen, in his Detroit address, 
was discussing stainless steel all right, but 
he was talking in May 1953 —not May 
1933. Sorry.—Ed. 


CLAM “PEARL”: I have a customer who 
found a large pearl in a clam. He would 
like to dispose of it. Whom should he 
contact? 


Smethport, Pa. GEORGE ANDERSON 


Pearls from the common, edible oyster or 
clam have no commercial value, newspaper 
headlines to the contrary. The “pearl” 
in the oyster stew is a lackluster, light 
drab and most clam pearls are a dull red 
or blue. However, your customer may 
have a fresh-water pearl of some value; 
send it by registered mail to any pearl 
dealer for appraisal.—Ed. 

In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 89, Pa. 
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BUT THIS BIRD 
WILL PASS THE WORD... 


Yes, the word is Toga...Toga 
cultured pearls are a thing of beauty 
desired by the world’s most beautiful women. 
Is it then not fitting that they should 
wear the world's most beautiful . . . 
Toga pearls? Send for catalog and “The 
Story of the Cultured Pearl" booklet. 
This business building booklet is 
yours free in small quantities 
and available in larger 
quantities, with room for 
imprinting your own 
name. Watch for 
our special 
promotions. 
Memorandum selection 
on request. 


TOG 


CULTURED PEARLS 
A division of 
Maurice Goldman and Sons 
IMPORTERS 
10 West 47th Street, New York, N.Y. 
Suite 903 PL 7-5763-4 























Laman ean, 


Last year the announcement of the Electric Watch was 
news. This year it’s the record sales of this unique watch 
that are making headlines. 

There are good reasons for this, of course. The 
Hamilton Electric is an unbelievably accurate watch. It’s 
completely dependable. It runs itself, on or off the wrist. 
And, like the rest of the Hamilton line, it gets strong na- 
tional advertising support. 

For example, the advertisement on the opposite page 
will appear in Reader’s Digest, National Geographic and 





HAMILTON 


ELECTRIC— 
Still 

the biggest 
watch news 
In over 

400 years! 











The New Yorker. Hamilton’s now-famous national spot 
radio campaign will be continued and expanded this fall. 
Which means Hamilton Jewelers are going to sell a lot of 
watches. Hamilton Electrics, and other fine watches in the 
Hamilton line. Will you? 

Hamilton offers you /ree mounted reprints of this mag- 
azine advertisement for your store display. Also newspaper 
mats, direct mail, radio and TV advertising material. Write 
to: Sales Promotion Department, Hamilton Watch Co., 
Lancaster, Penna. For fast service, phone EXpress 4-7161. 


+ Hamilton Watch Company, Lancaster, Penna. 
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What makes the Hamilton Electric Watch so accurate? 


A tiny energy cell inside—a far more efficient power source than winding or 
wrist motion. Yet for all its amazing accuracy and good looks the American- 
made Hamilton Electric (the world’s first) is not just an easy-chair watch. Wear 
it bravely when you’re going hammer and tongs. This man’s watch is rugged. 


See it at your Hamilton Jeweler’s. Spectra, $150; Ventura |, $200; Everest, $110. 


Hamilton Watch Co., Lancaster, Pa. 
fof4A NT / LT OV 


+4 CREATOR OF THE WORLD'S FIRST ELECTRIC WATCH 





Another New Adaptation for 
the Popular Ballou *66 Ear Clip 


OTHER JOINTS 
ACTUAL SIZE iit 


66U 66UB 80U 
Also available with 
hole for swaging 


8-1 
,o°"" "a, 


[ h\ New joint arm gives you a wider 
"year? range of styling for gold drop earrings 


oe . 6? 

The #86R Ballou ear clip with its newly designed a 
joint arm is especially created for gold drop earrings. 

It offers the ever popular Ballou #66 clip with a new 

look for finer styling and greater ease in manufactur- 

ing. We would be pleased to send samples or have 

our salesman tell you more about the #86R ear clip. 

Available in gold and other qualities. 


FINDINGS 


B. A. BALLOU & COMPANY, INC. 
The Foundation of Good Jewelry 


61 Peck Street * Providence 2, R. I. 





setting new standardSeee 
time after time 


MODEL 82 — $10.95 plus tax. 8 day > 
desk travel alarm. Full luminous figures YS — 
and hands. Genuine leather case. 
Colors: Pig, brown alligator, red, biue. 
\ Size: 3-1/2x3-1/8". 


4h bu tut iM | 


MODEL 79 — $ 15.95 pilus tax. 8 day, 7 jewel 
desk-travel alarm. Raised gilt figures with 
faceted raised hour indicators, luminous 
hands, hour dots. Genuine leather case. 
Colors: brown alligator, pig, blue, red. Size: 
3-1/2 x 3-1/8”. 





MODEL 159 — $22.50 plus tax. 

A SENSATIONAL NEW 8 DAY, 

15 JEWEL Desk Travel-Alarm clock... 

‘*Keeping-Time”’ with the Best Com- 

pany. Raised gilt hour indicators, = f= 

luminous hands, hour dots. Genuine _ a 

leather case. Colors: Pig, brown alli- , {= WE /, ‘a. 
, . 


fF, gator, red, blue. Size: 3-1/2x3-1/8". 


FRIDAY 


. an outstanding array of exceptional 8 day Travel Alarm clocks . 


Semca presents ... with justifiable pride . 
an ideal selection 


for every purse. An achievement in the peerless quality of superior Swiss workmanship ... 
for the ‘‘Travel-Wise’’ who value Time. 


SEMCA CLOCK CO. INC. Canadian Branch: Semca Clock & Watch Co. Ltd. 
30 Irving Place - New York 3, N. Y. 103 Richmond St. East, Toronto 


Catalog on request Consult your wholesaler West Coast prices slightly higher Copyright 1958 





¢ 


dadiiatins beauty - 
everlasting quality 





Mey-t- ll wvae-lale olalir-tale= 
at a moderate price 


Ie 


1311 LOMBARD STREET, PHILADELPHIA 47, PA. 
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| a ORDER TODAY 
_ ee from these 
eo Anson Distributors 


ARIIONA 
E. W. Reynolds Co., Phoenix 









The Ball Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, inc., Los Angeles 
iv 7 Simon Green Co., Los Angeles 
bette 4 an O U set va D Phillip Wolman Co., Los Angeles 
S. M. Mickelson Co., San Francisco 
Morgan & Alien Co., San Francisco 
COLORADO 


: - Se for keys Be Ac, tpen oa, eee, 


DISTRICT OF COLUMBIA 
Advance W. & Jirs. Sup. Co., Washington 



















FLORIDA 
: Dunn & Ewbank inc., Tampa 
GEORGIA 
? Ewing Brothers, Atlanta 
> Pre _ ‘ Sommers & Sommers, Atlanta 






a , ee ILLINOIS 

4 The Ball Co., Chicago 
A. C. Becken Co., Chicago 
Stein & Elibogen Co., Chicago 
A. C. Becken Jr., Chicago 
Lossau & Kramer, Chicago 
Pakula & Co., Chicago 
INDIANA 
Baldwin-Miller Co., Indianapolis 
KENTUCKY 
Erwin Neuman inc., Lexington 
Gieeson Jewelry Co., inc., Louisville 
LOUISIANA 
J. C. Wilfert Co., Crowley 
MARYLAND 
M. Kohner, inc., Baltimore 
MICHIGAN 
Stein & Elibogen Co., Detroit 
The Gorenflo Co., Detroit 
MINNESOTA 
The Ball Co., Minneapolis 
C. E. Roal Co., Minneapolis 
S. H. Clausin & Co., Minneapolis 
MISSOURI 
Edwards & Co., Kansas City 
The Gerson Co., Kansas City 
J. J. Burke Co., St. Louis 






































KEY PROTECTORO™ 


iliustrated above: 
#¢303AK goid plate, 































%#3036K rhodium . . . $2.56 ea i iti Wm. P. Mahne Silver Co., St. Louis 
., . separates ignition keys or oer 
as * ass T. J. Safford Co., Lincoln 
any other special keys for J. P. Byrne & Sons Co., Omaha, Nebraska 


NEW ENGLAND AREA* 
|. Alberts’ Sons, inc., Boston, Mass 


easy handling. ‘‘Click”’ the key G. F. Crook Co.” Providence, R. | 


#303DK goid piate, ). A. Silver Co., New Haven, Conn 


#303GK rhodium . . . $2.50 ea. ; ~ 
erp comes off (can be left in the GREATER MEW YORK AREA’ 


‘ ae ° NEW YORK STATE 
ignition or given to someone a OO 
Hyman M. Cohen, Rochester 











int; re M. Levitz & Co., Alban 
else), click the key goes Lucas Wholesale lewelers, Inc., Syracuse 
#303EK gold piate, : : NORTH CAROLINA 
#303HK rhodium . .. $2.50 ea back again . . . easily, safely! Sg 


Anson's exclusive twin lock* yy Co., Cincinnati 


A. G. Schwab & Sons inc., Cincinnati 





does the trick, ends the nui- joseph Sculler & Co. Columbus 
OKLAHOMA 
sance of bunched-up, almost Oklahoma Ross Beck Co, Oklahoma City 








#303CK gold piate, : Butterfield Brothers, Portiand 
IGIEK (NORE +. TEE OF. unseparable keys. Obviously PENNSYLVANIA 
Brown & Son inc., Philadeiphia 
J. B. Bechtel & Co. inc., Philadelphia 


a great idea—obviously a hot J. L. Tessier, Philadelphia 


Superior Jewelry Co., Philadelphia 
Biggard & Co. inc., Pittsburgh 


; ; J. i i h 
item that sells itself! aS a 
TENNESSEE 
. Sandown & Kendall, Memphis 
om eek ned oe Se s. Fargotateln & Sons. Memphis 
: ium, . Becken Co., Nashville 

> | $3.50 ea. ORDER UNIT 303/ 59K- C. B. Peterson Co., Nashville 
. TEXAS 

eee Lyles-Van D ier Co., Dall 
consisting of 12 $2.50 assorted key erbert Stathera tec. Dalles: 

Higginbotham Jeweiry Co., inc., Dallas 


protectors (6 gold plate, 6 rhodium) Wm. R. Katz Co., Dallas 
Taylor & Co. Inc., Houston 


B. M. Hammond Co. Inc., San Antonio 
TOTAL RETAIL $30.00 wndie 


Decker Jeweiry & Co., Salt Lake City 
S. H. Clausin & Co., Sait Lake City 
VIRGINIA 


ALL PRICES KEYSTONE *patent pending Richmond Jirs. Sup. Co. Inc., Richmond 
Se WASHINGTON 

Albert Spring & Son, Seattle 

Simon Golub & Sons, Seattle 

irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 

Simon Golub & Sons, Spokane 

WISCONSIN 

M. Weingrod Co., Milwaukee 

HAWAII 

Ettingers Wholesale Jewelers, Honolulu 
“Distribution in area through listed dis- 
tributors only. 


Sn PROVIDENCE 5. &. !. **Also Sole Franchised Distributor, State 
ANSON INC., 24 BAKER STREET, ’ of New Jersey South to Trenton. 














#¢304DK5 sterling silver . . $5.00 












ANSON’S NEW PRODUCTS CRUSADE ... 


BRINGS YOU NEW, TRULY TEMPTING, UN- 
USUAL ITEMS FAIRLY PRICED TO YOU AND 
YOUR CUSTOMERS. FOR OTHER EXCITING 
NEW ANSON PRODUCTS SEE 

PAGE 25 













exclusively designed by 


The (Rarcls 
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No customer walkouts...you always have what they ask for! 


New! Interchangeable 


Emblematic and Initial Men’s Jewelry 


3 PIECE SETS FOR $600 AND $750 


You say: “Just a moment please”—and within seconds you can sell from 
A to Z, from Masons to Elks to K. of P.! (17 emblematic choices). Smart, 
sleek, modern men’s jewelry—steady year ‘round sellers! EMBLEMATIC 
3 pe. sets retail for $7.50, cuff links $4.50, tie clip $3.00. ANSONGRAM 
INITIAL 3 pc. sets $5.00, cuff links $3.50, tie clips $2.50. 


NOW, thanks to interchanging, you can go to work with complete stock— 
at less than 10% of the investment it takes to carry this selection any other 
way! Anson’s interchangeable emblematic and initial pieces take the iden- 
tical settings—so you can cut your investment even further 

by using them interchangeably. For your convenience you 

have three units to choose from. (See list on right.) Think 

of the sure-sale selection you'll have on hand, of the speedy 

service you can give—-NOW phone your Anson 


distributor! 


ANSON’S NEW PRODUCTS CRUSADE ... 


BRINGS YOU NEW, TRULY TEMPTING, UNUSUAL ITEMS FAIRLY PRICED 
TO YOU AND YOUR CUSTOMERS. FOR OTHER EXCITING NEW ANSON 
PRODUCTS AND DISTRIBUTOR LISTING SEE PAGES 23 


Seeeeeeeeeeeeeeeeoee ee eeeeeeeeeeeseeeeeeseeeeeeseeseeeeeeeeeee 


Order these well-planned 
Interchangeable Units 


EMBLEMATIC UNIT 44/59 (basic settings without emblems) 
consisting of: 12-3 pc. sets, 6 tie clips, 6 pr. cuff links. 

PLUS FREE DISPLAY Total Retail Value $91.50 
This unit comes in 2 gold plate, %2 rhodium (also avail- 
able: tie chain $3.00, belt buckle $3.75) 


EMBLEMATIC UNIT 45/59 consisting of: 72 emblematic 
tiles, assorted in 17 fraternal emblems. In practical 
leatherette kit. Total Retail Value $54.00 


ANSONGRAM INITIAL UNIT 46/59 consisting of: 12-3 pc. 
sets (8 g.p.-4 rh.) 6 pr. cuff links (3 g.p.-3 rh.) 6 tie clips 
(3 g.p.-3 rh.) 

PLUS FREE DISPLAY Total Retail Value $96.00 
With this unit you get FREE 18 DOZEN (216 pieces) 
ASSORTED INITIAL TILES in convenient compact case. 
(Also available: tie chain $2.50, belt buckle $3.00) 


all prices keystone 
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‘hy do we stick our 


Because we're confident! We know the Antarctic will live up to our promises. (Do 


you know another manufacturer who has the courage to back up his talk with a 
guarantee like this?) Only Croton can afford to give a 3-year guarantee —because 
only Croton has a watch this good. This Christmas, tell your customers about 
our amazing offer—and watch them forget that “cheap” watches ever existed. 


See the coupon for the most outstanding free trial offer in the watch business! 











Your customer fills out this 
guarantee form with you. 
The guarantee is in force when 
form is received by Croton. 


The guarantee: “If within 3 
years, the Antarctic fails to per- 
form through any mechanical de- 
fects (outside of abuse), we will 
repair it free of charge.” 


The Antarctic® by 


CROTON WATCH CO. 
404 Fourth Ave., New York 16, New York 


O.K., Croton, you’ve stuck your neck out. Send me your 
assortment of 6 all-different Antarctic watches which we can 
retail at $69.50 and $79.50 (with better than 100% mark-up!). 
If these watches don’t suit us in all details—if they’re not the 
best-looking, finest quality watches at any price, you'll get 
them right back—or within 30 days at the outside. You bet 
your neck is out, Croton! 





Store name 


Address. 


CROTON NIVADA GRENCHEN 


404 Fourth Ave., New York 16, New York 











% Ask 
Se 
international! 
jewel 
| thiet... and he'll tell you these 


Croton diamond watches are a steal! 





“A steal? Rah-ther! Lxquisite! Planning to pick up a few myself. For 
resale, of course. Excellent value. Why the pure white diamonds on 
the case alone could easily cost close to $125 if bought separately! And 
the 17-jewel movement. Impeccably accurate! Acts like —looks_ like 


watches costing twice as much. No trouble to dispose of. either. Makes 


Left to right: The Denna, Ilean, Darcel, Darlene, Magda, Iris. D Wi : a ts ae 
Keystone, $119.80. For orders of six or more, $107.80 ea. a smashing Oy] [. (51 VCS a oar 1) ra chance 
¢ 4 


CROTON WATCH CO. ; : | t Ee eee ° 
404 Fourth Avenue, New York 16, N. Y. at some real business. Especially so dur- 
Please send me the following Croton diamond watches. - 


mmm 2 (he season. And, my word! Look at 


insert) STC TOT) Ce BLO Ce 


Store Name 


Address___.......o4.. | BANA RSSSA SSS eyeyT relMmectentemenimeaalic coupon first 
ES | RRO SOND aR 


CROTON’ 
H)4 I irth Avenue. New York 16. N. \ 





thing. Might even send one in myself!” 























BRAND 
1G VW and Absolutely Free | 
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Horton AngellCo. + Improved Seamless Wire Co. 


General Plate Division — Metals and Controls «+ 
A. T. Wall Co. 


Cook, Dunbar, Smith Co. « E.N.CookPlateCo. -« 
Leach & Garner Co. «+ OD. E&. Makepeace, Division — Union Plate & Wire Co. « 1. Stern & Co., inc. « Standard Metals Corp. -« 
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CHICAGO 














JEWELRY BOXES 




















Here is just one of 
the many new STOCK 
jewelry boxes illustrated 

in our new catalog. A 

domed-top metal case cov- 
ered with imitation leather 
for men's jewelry. Our com- 
plete line of 80 stock jewelry 
boxes is available through ma- 
terial suppliers, for immedi- 
ate delivery. 


MS-1* 






*MSI-1 Choice of two 
pads, links or tie slide 
only. 





Our 1958-1959 
catalog mailed 
on request. 


We will gladly design 
your own specialized 
package for you. 





523 MT. HOPE STREET ° ATTLEBORO FALLS, MASS. | 
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They're New . . . They’re 





For weather-watchers, cuff links’ with 
built-in barometer makes wearer a weather- 
man. Color of center material changes with 
the weather. Retail, $3.50. Keystone $45.50 
the dozen (minimum order). From Swank 
Inc., Broadway at Adam, Los Angeles. 





Montrose “Electronic” desk clock (TR-88) 
is made of heavy brass, can be used on the 
wall. Requires no winding, has no cord. De- 
signed to run for three years on a flashlight 
battery. Retail, $35. Distributed by P. R. 
Myers & Co., Mamaroneck, N. Y. 


spbsageogoet URCURINRRATRERA GRR 
/ 


Sens ‘ine oo Ie “io wa ony oF 


Thin-Man Mark III has lapped mirror fin- 
ish in 14K gold. Comes with curved ends 
(No. 181) or straight ends (No. 180). $42.50 
F.T.I.; $37.80 Keystone. From  Flex-Let 
Corp., 580 Fifth Ave., New York. 





“Choo-Choo” clock has real choo-choo train 
attached to second hand; it passes through 
tunnel between “7” and “8.” Retail, $5.98. 
From Westclox division of General Time 
Corp., LaSalle-Peru, Il. 
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Yours to Profit By 





Westinghouse automatic coffee maker has 
new spoutless design. A guide in the lid pre- 
vents dripping. Water pumping system has 
no moving parts or valves. With brew con- 
trol and signal light, $17.95 suggested retail. 





“Mackenzie II” is one of 12 new styles by 
Mido featuring a recessed crown. With stain- 
less steel case, $89.50 F.T.I. Other models 
$97.50-$125. All self-winding, waterproof, 
shock-resistant. From Mido Watch Co. of 
America, Inc., 580 Fifth Ave., New York. 





Bypass design pearl ring has 6% mm pearl 
set in 14K gold, $22 Keystone (No. 6956). 
From Alberts and Son, 85 Chestnut St., New- 


ark, N. J. 


(More They’re New starts on page 112) 
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a e Kosary of the Wonth . 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 


bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 





R376/20-538 $10.75 
Full Tin Cut crystal bead, 
hand engraved cross and 
center. 




















MEN'S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENT 








HANDSOME 


A watchband made for a 
man. Wide for style— 
Bold for masculinity, 

and as Handsome as they 
come. A smartly-styled, 
multi-faceted design. 
Available in 1/20-10K 
Gold Filled tops and 
Stainless Steel. Band is 
11/16"" wide and can be 
had with 5%" or %4" 
connectors. 












Ask your wholesaler 
to show you our 
complete line. 





NORTH ATTLEBORO, MASS. 1 iilecnnttl a 


WATCHBANDS INC 
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seems like 

they re always 
inventing 
something 
at Waterman's!” 
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inventor 


TE eI, TXOUIN'T 





PI VEWER 


the first and oldest name in pens... 
the newest ideas in writing! 


WATERMAN PEN COMPANY, INC. SEYMOUR, CONNECTICUT 
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GUARANTEED $ 


By Both Your Whole- & 
5 saler and *B.P.&M. , 
(One of World's Oldest § 
— and Respected Watch 









THE SUPERB ALL-SWISS WATCH 


WITH THE 
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legant AMERICAN STYLING! 


CONTACT YOUR WHOLESALER 
FOR A WIDE SELECTION OF 
LADIES’ AND MEN’S WATCHES 


* UNBREAKABLE MAINSPRING 
* SHOCK-PROTECTED 

*® ELECTRONICALLY TIMED 

* UNBREAKABLE CRYSTAL 

*% ANTI-MAGNETIC 


PRICE TICKETED 
AT ONLY 


$7.95 w $12.95 


ELEGANT DISPLAY AVAILABLE 


STATEMENT ENCLOSURES, MATS, 


re ~ ~ -_ ~ 
f ; j j } 4 
Ly, PA ra Sr 


AVAILABLE THROUGH YOUR 


"1\A ©) Ge oe 0 Oe oe 





Mag 


2» Manufacturers) 






7 















eee ev ee 0 * * 











CONTACT THE WHOLESALE DISTRIBUTOR NEAREST YOU 


EASTERN STATES 


1. Alberts’ Sons, Inc.......... ......313 Washington St., Boston 8, Mass. 
Mauran Watch Co., Inc. .373 Washington St., Boston 8, Mass. 





E. H. Tepe Co.... 


Bauman-Massa Jiry. Co... 3 . 
Eisenstadt Mfg. Co......... 


104 So. Main St., South Bend 1, Ind. 
_.. .812 Olive St., St. Louis 1, Mo. 
1409 Washington Ave., St. Louis 3, Mo. 


1. Lehrhoff Co... .. .560 Belmont Ave., Newark, N. J. 
A. Cohen & Sons, Inc. _...27 W. 23rd St., New York, N. Y. SOUTH-WEST STATES 
Edward Tinkleman . 115 Sansom St., Philadelphia 22, Pa. | Higginbotham Jiry. Co...................1122 Jackson St., Dallas 2, Texas 


Morris Rosenbloom & Co., Inc. ....29 St. Paul St., Rochester 4, N. Y. 


MID-EAST STATES 


... .3622 Prospect Ave. §. E., Cleveland 15, Ohio 
.850 Euclid Ave., Cleveland 14, Ohio 
3210 Euclid Ave., Cleveland 15, Ohio 
.. .33 N. High St., Columbus 15, Ohio 


H. W. Burdick Co., Inc... 
Chas. $. Rivchun & Sons, Inc. 
). H. Gross & Co. are 
Joseph Sculler & Co... 


Lyles Van de Grazier Co.. .. 
B. M. Hammond Co......... 


A. Cohen & Sons, Inc... .. 
Feeny Sales Co.......... 
Standard Jiry. Co., Inc.. .. 


.....2nd Fl. Life of Amer. Bidg., Dallas 1, Texas 
_...111 W. Commerce St., San Antonio 5, Texas 


SOUTHERN STATES 


...se. e321 Peachtree St. N.E., Atlanta 3, Ga. 
........1825 5th Ave. No., Birmingham, Ala. 
_.....2019 Fifth Ave. No., Birmingham 3, Ala. 


A. C. Becken Co... . .. .220 Bagley Ave., Detroit 26, Mich. C & H Rausch Co... -..... 109 Church St., Lexington, Ky. 
Stein & Eilbogen Co., Inc. _.233 Bagley Ave., Detroit 26, Mich. Gleeson Jiry. Co................ _, 604 N. Main St., Louisville 2, Ky. 
Biggard & Co., inc... .. 800 Penn Ave., Pittsburgh 22, Pa. A. C. Becken Co........ Chamber of Commerce Bidg., Nashville 3, Tenn. 
Samuel Weinhaus Co., Inc. . 808 Liberty Ave., Pittsburgh 22, Pa. C. B. Petersen Co... .. .......613% Church St., Nashville 3, Tenn. 

Manuel Berry......................123 Chartres St., New Orleans 16, La. 


MID-WEST STATES 


.......22 W. Madison St., Chicago 90, III. 
_.55 E. Washington St., Chicago 2, Ill. 
....18 E. 11th St., Kansas City 6, Mo. 

14th & Farnam Sts., Omaha 2, Nebr. 


A. C. Becken Co... . 

Stein & Elibogen Co., Inc.. .. 
Woodstock-Hoefer Watch & Jiry. Co. 
j. P. Byrne Sons Co. 


NANASI Company, Inc. 





Jack Caron Co.. 


A. Cohen & Sons Corp...... 
Philip Wolman & Co...... 


Sales Office: 11 East 48th Street, 


A + 
pe’ )t¢ } wil 


oe. Ao 526 Iberville St., Nashville 3, Tenn. 


WEST COAST STATES 


.........134 W. 30th St., Los Angeles 7, Calif. 
_.....315 West Fifth St., Los Angeles, Calif. 





Factory: 6219 Madison Street, West New York, New Jersey 
17, New York 


New York 
Pr« t7 a 
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getetPerree., 
Pay 
ey 


All imports are shipped: 
F.O.B. Geo. Zoltan Lefton Co 
Chicago Warehouse or 
F.O.B8. Lefton-Pacific inc., 


los Angeles Warehouse 


177—12” Gr. W. Cdis, dz. pr. 4.80 
188—10” Gr. W. Cdis, dz. pr. 4.80 
189—12” Rd. W. Cdis, dz. pr. 4.80 
190—10” Rd. W. Cdis, dz. pr. 4.80 
389—Angel dz. pr. 6.00 
707—4 Pc. Set.. dz. sts. 12.00 
708—2 Pc. Set....... dz. sts. 6.00 
774—Musical ....... Each 3.75 
600—Card Holder dz. 18.00 
773—Musical 

Hors'd’oev'vre .. Each 3.50 
771—Vase ............. dz. 12.00 
770—Candy Box dz. 18.90 
626—Angels ............. dz. 12.00 
492—Planter ...... dz. 6.60 
772—Angels & Deer........dz. 12.00 
612—Angels & Sleigh, dz sts 18.00 


COAST-TO-COAST REPRESENTATION 1096—Plate .... soceseeeett. 6.00 
SHOWROOMS: GEO. ZOLTAN LEFTON CO., imports 626—Compote .........d3. 15.00 
CHICAGO—Merchandise Mart, 1555 035—Salt/P ....... da. pr. 12.00 
WEW YORK—225 Fifth Avenue, 1129 3622 S$. MORGAN STREET FOR 11 WESTERN STATES 743—9" Hdle Pi... dz. 9.60 


LOS ANGELES—Brack Shops, 705 ‘ sai aan <a 
DALLAS—Merchandise Mart. 109 CHICAGO 39, ILL. LEFTON-PACIFIC INC. patna - " aan 


MIAMI—46 SE Eighth St. 198—Deers ... dz. pr. 6.00 
LONG LAKE, MINN.—Route 12 LOS ANGELES, CALIF. 1734—Figurine dz. pcs. 6.00 








PHILCO GIVES YOU 
THE NEWEST NEW LOOK 


Slender Set 
Styling 


... new features and margin 
loaded prices make these new 
Philco radios the must line for ’59! 


Philco steals the thunder with this new low 
priced fully automatic sensation! Here’s 
fresh sculptured styling with exclusive Ta- 
pered Profile. Sure-set delayed “off,” lulla- 
way circuit and buzzer alarm. Big, clear clock 
face with luminous hands. Loop antenna. 
Choice of pink, aqua or lustre ivory. 


pet ie es BE tHE « 


OR BOR PS 


aS” ge sae 





PHILCO CLOCK RADIOS START AT 


SoD 90 


MODEL 749 








MODEL 751 


TAPERED PROFILE AND FULLY AUTOMATIC! 











TAPERED, TERRIFIC AND 
TOPS IN TONE! A fabulous new 
quality set with trafic appeal! Has 
every automatic feature including 
timed appliance outlet! Big loop 
antenna provides terrific recep- 
tion. A gleaming new Tapered 
Profile styrene cabinet in choice 
of pink, lustre ivory, or charcoal 


FIRST AND ONLY PUSH-BUT- 
TON CLOCK RADIO! Most excit- 
‘ing — most automatic clock radio 
in history! Features magic push- 
button clock controls. Big, cheer- 
ful clock face with no cluttering 
tabs. Largest luminous hands in 
the industry. A dreamer’s delight, 
exclusive from Philco! Choice of 








MODEL 753. gray. A sure-fire impulse item! _ oe MODEL 788 Tich lustre ivory or aqua. 








PHILCO TABLE RADIOS START AT 


ad bY) pe 


MODEL 820 
ELEGANT NEW FULL-DRESS STYLING! 














Every inch a champion in style and performance! New 
clip-in slender chassis. Four tubes plus rectifier. Big 
set tone. Rugged styrene cabinet completely finished 
front and back. Ebony back with ivory or pink front. 
Gleaming gold trim. A sure money maker. 





Ne Ar en RR AN nee nil 
en STOOL Re Pe LIE OG oS <n 
seer tine P 

















@4 TWIN SPEAKERS AND ILLUMI- 
NATED TUNING! Value sensation of : 
the year! Has two 4-inch speakers, il- 
luminated tuning and the finest sound 
quality in its class! Tapered-Profile 
styrene cabinet. Flame, aqua or ivory. 














MODEL 624 
CABINET IS BEAUTIFULLY FINISHED ALL THE WAY AROUND! 





MODEL 826 


All Philce standard-broadcast radios carry a full 90-day parts and labor warranty! POWERFUL TABLE RADIO HAS P 


TWO SPEAKERS! Five-tube chassis, 
LOOK AHEAD... Cail Youll Choose. 


plus one rectifier. Two 4-inch speak- 


ers. Big loop antenna, tuned RF stage 
and three gang condensers give top 
fringe area performance. Sturdy sty- 
rene case in ivory or mahogany with 
illuminated dial. 





MODEL 963 


Commencing with the January 1959 issue, 
MODERN 


BRIDE. 


will be published bi- ‘monthly ... the first 
and ae bridal magazine to be mublched 
G times a year instead of four times, 
and guaranteeing the largest annual 


net paid circulation... 750,000 


“Significant , «because the U. S. Department of Vital Statistics reveals, the bridal 
market will reach a total of 1,660,000 marriages in 1959 .. . 1,927,000 
in 1964... . 2,279,000 in 1970 


papnificant: - - because marriage records indicate a consistent trend towards an equal 
number of weddings in each month of the year. 

Hamifiant: » . because more marriages in each month mean more monthly purchases 
by a Must-Buy market. Based on an average expenditure per bride-to-be 


of $3,388, the present 5 billion dollar market will swell to over 71/2 billion 
by 1970. 





To meet the immediate and insistent demands of this growing market, 
MODERN BRIDE now offers more comprehensive, more timely and 


more flexible coverage for reader, retailer and advertiser. 


MODERN ro 8 TIMES A YEAR...means to the reader, 
more informative, accurate, up-to-date editorial so necessary during 


the Must-Buy period. 
MODERN BRIDE le TIMES A YEAR...means for the retailer, 


heightened customer activity renewing itself every month with each 
new group of must-buyers. 


shy MODERN BRIDE /6 TIMES A YEAR... means to the advertiser, 
the largest guaranteed net paid circulation delivered at the lowest cost 
per thousand of any bridal publication! 


...only MB/6 fulfills the need. 


Call your Modern Bride representative for details. 


MODERN BRIDE e ONE PARK AVENUE © NEW YORK 16.N.Y. © OREGON 98-7200 
434 $. WABASH, CHICAGO 5. ILL. WA 22-4911 * 215 WEST 7TH ST.,. LOS ANGELES 14, CAL. MA 7-4083 
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The ladies love jewelry 


by FORSTNER 


featured m Forstner’s extensive 


National Advertising Program 


for Fall 1958 
be 


Here you are! Forstner delivers a highly profitable market — the multi-billion dollar 

buying market reached by Mademoiselle and Seventeen — with a series of advertisements 

featuring Forstner jewelry designed to appeal to smart young women from teen-age up! These 

attractive ads illustrate exquisite necklaces, bracelets and charms made with traditional Forstner 

craftsmanship. made to order for regular and gift business. Feature nationally advertised 

Forstner jewelry! Use attractive Forstner displays in your windows! Link your name with the 
famous name of Forstner in every way .. . for the most successful selling season yet. 


FORSTNER, INC., IRVINGTON 11, NEW JERSEY 
Showrooms: 320 Fifth Avenue, New York 1, N. Y. * 29 E. Madison St., Chicago 2, III. 


Forstner (Canada) Ltd., Sherbrooke, Quebec A g FE, 


FAMOUS FORSTNER PROFIT-MAKERS 2 JEWELRY'S NAME FOR QUALITY 
= 





A Fieaming goipen rciet ira TAPERED BRACELET BUCKLE BRACELET: | SPORTS KOMFIT: att 

: irtest nev gen Will acct SmCmil-me ies mesh watchband that moderniz } 

Kt bE 1-7 } tf = ta ntor ? rn } . os Bae { jor ry , en ’ P ef ni af ' lady c Sp rt Ebi 

ee ee stare aoaiesids 2 At. gold buckled center. 1/20-12 Kt. gold able to wrist size. 1/20-12 Kt. § 
Ps ‘ 7 ec }5 +; Teale co 75 Sta nis a2 


7 oN 
My Precious 


love 


Two ina 
series of ads 
appearing in 

Mademoiselle 


‘did Seventeen Thesihins, 


J ; ; 
EWELRy S NAME FOR QUALITy 


At better jewelers everywhere 


My Precious love 


IS an enchanting 
golden Miniature 


Slim neckchains ending so happily 
with lustrous cultured Pearls, shining 
h 
Carts, a seq shell, q beautify! tiny cross 


: Styled in 1/ 20-12 kt. Gold-Filled or 


Sterling Silver, from $3, plus Fed. te 
f . x, 


At better jewelers everywhere 


Charm Bracelets 
$5.40 to $7.00 


Keystone 


Miniatures 


Ke ystone 
















HERE*’S THE TRADE-MARK 





MESH 
WHITI NG & DAVIS CO 


lp 
ADE D 
“MARK REG. U.S. A™ 


THAT HOLDS THE TRADE 







t’s not enough merely to attract business. The thing is to ~<A 
hold it. Repeat buying by the consumer is the foundation | 
of steady profit for the dealer. And confidence is the founda- pak 
tion of repeat buying. Products bearing the hon- Z 
Hhitin ng | 


spiring this confidence for eighty years now. And \\ | | IT \( Da V “ S i 
: 


CREATION 


orable Whiting & Davis trade-mark have been in- 


the best stores in the land feature it with profit. 


Wuitinc & Davis, Inc. * Plainville, Mass. es y 
& DAVIS ; 


HAND IN HAND WITH FASHION—SINCE 1876 
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“Presenting, o 
w GIFT ITEM! 

















i Vaitiel my p 4: 


Made in U.S.A 











OFT Se felaleleigeMaler ili: lili 
bulb type 222. 




















FOR IMMEDIATE PROFITS, CONTRACT YOUR 
WHOLESALER TODAY ...OR WRITE: 








Alkaline Battery Division 








ulton Industries, Inc. 


Metuchen, New Jersey 



























NEW: 


Fashions and Features for You! 















High Fashion COQUETTES 


e exciting styling...square or diamond design 


e genuine Holland suede strap 


consumer price 


No. 662, square shape............ $12.95 
No. 661, diamond shape.......... 











Rugged WATERPROOF* 
AUTOMATICS 


e self-winding, waterproof, dustproof* 








— ee ae —_—— ew OO nr er 


< 


? 
" Weestelos 
witww ote 


® sweep second hand; luminous | 





wv 
“ 

~ 
o 


“_— o— oO eee ew ee ee 







consumer price 
No. 775, chrome finish case............ $17.95 
. 77 ), gold color Case (not shown)........ $19.95 






Handsome Waterproofs* 
SHADOW THIN 
WATERPROOF 


e smart slim line design @ waterproof, dustproof* 
e gold color, raised numerals 







consumer price 


“10 Westclox 2° ‘ 


ver Pre Fo sacs se ks $12.95 
No. 756, metal band........ .§13.95 
es ya )=s SC EPTER WATERPROOF* 


! @ small watch, small price ¢ waterproof, dustproof* 


® sweep second hand; luminous 
consumer price 


PE NR a .. $10.95 
muah: wee mete -Oaed . <6 cs kc kkk kak 












All watches shown have unbreakable mainsprings, are shock resistant, anti-magnetic. 
Coquettes and Waterproof Automatics available in attractive display assortments. 


Additional reasons why you profit with Westclox: 







STYLING —customer-appealing new designs QUALITY — world-famous Westclox dependability 
NO SERVICE PROBLEMS —nationwide authorized FAST SELLERS— priced and promoted for quick 
repair stations turnover 





“stays waterproof and dustproof provided 
Original seal is replaced if opened for service. 





World’s largest manufacturer of timepieces 


-TWE GOLDEN _ 
WESTCLOX, MAKERS OF BIG BEN + DIVISION OF GENERAL TIME CORPORATION ANNIVERSARY YEAR 
OF BIG. BEN! 
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Such imitation is flattering... 
but it’s also unfair competition 


SOME IMPORTERS are having copies of certain 
International tableware designs made in foreign 
countries and are offering them for sale in America. 


By “copies,” we mean they have either duplicated 
our designs exactly or copied them so closely that a 
customer would find it hard to tell the difference. 





Here are a few of the more flagrant cases: 


. SPRINGTIME—newest pattern in 1847 Rogers Bros. 


Most recently copied in stainless steel, but with- 
drawn from sale after its appearance on the Ameri- 
can market, through the cooperation of the Japa- 
nese government. 


Ev. 


top-quality stainless. A fake “CHRISTIANIA” is made 
in Germany; an imitation “SPINDRIFT” is being 
made in Japan. 


These are NEW DAWN and SCOPE—widely ac- 
cepted by both consumers and the trade as two out-. 
standing modern patterns in International Stainless. 
Copies of both these designs are being made in 


B. This is International’s FLAIR. As the biggest j 
é' apan and offered for sale here. 
selling nationally advertised pattern of 1847 Rogers 
Bros. silverplate, it is one of the most famous silver- G. FINLANDIA is one of the most popular designs in 
ware patterns in the world. At the moment there are our line of popular Insico Stainless. An imitation 
four fake “FLAIRS” being offered in this country— “FINLANDIA” is being made in Japan. 
one Mate im Germany ane Cece se Sage. H. International’s REPUBLIC is one of the best-known 
C.D. Here are SPINDRIFT and CHRISTIANIA—two and best-liked patterns in the hotel and restaurant 


International Stainless De Luxe designs which have 
been generally recognized as top-selling patterns in 


field. An imitation “REPUBLIC” is being made in 
Japan and offered for sale here. 





The people who are copying our designs and then selling them as 
their own are robbing us just as if they broke into our vaults and 


stole our cash. Naturally, we intend to put a stop to it, by using the 
. protection which the patent laws of this country offer. 


To protect our rights, we have found it necessary to file suit against 
people who sell copies of our designs. 


We therefore want to give wide cir- 
culation to the following warning: 


NOTICE: | 





The International 
Silver Company 


We expect to prosecute these actions to the hilt to obtain adequate 
relief, including damages for past infringements. 


Meriden, Connecticut 


Whenever merchandise is introduced for sale, which, in our opinion, 
is deceptively similar, or duplicates any designs owned by us, we shall 
take such action against sellers of such merchandise, including dealers, 
importers, retail stores and manufacturers, as is deemed necessary to se- 
cure adequate relief. : 





W ELERS' 
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When you sell Remington Shavers 


thy NS in the new *160,000 
Share of America Contest 



































ZB “4 - . 3s al YOUR YOU WIN, TOO 
= 4 SENS. CUSTOMERS 408 PRIZES FOR DEALERS * 
OOS eee $1,000 
ia OF = WIN... 
Ss Fae + 5 ees SECOND PRIZE.............. 500 
Se HN R - wapeee................ 250 





Total value, $160,000. 4th THRU Sth PRIZES....EACH 100 


Each prize doubles if a 
Remington Shaver NEXT 400 PRIZES..... FREE SHAVER 


is purchased during the A prize for every bonus-winning 










contest period. This shaver sold, when you... 
turns contestants into ¢ Agree to make your store contest 
customers. Those who headquarters * Use promotional 






buy shavers can win a _opieces and offer entry blanks « Dis- 
bonus of up to $25,000! play Remington Shavers. 










* Subject to federal, state and local regulations. 





Last year’s Share of America Contest was the biggest sales-builder 
’ 
REPEATING REMINGTON’S in shaver history. 48% of all contestants — 90% of the winners — 


SENSATIONALLY SUCCESSFUL = °°“9"t_ shavers! : 
1958’s Share of America Contest will again set riew sales records. 
SHARE OF AMERICA CONTEST — vm get your share of the extra sales, greater turnover. Get full details 
from your REMINGTON SHAVER DISTRIBUTOR or your local 
OCTOBER 13th thru NOVEMBER 26,1958 Remington Representative. 













CASH IN ON REMINGTON’S FABULOUS NATIONWIDE 
PROMOTION — GREATEST IN SHAVER HISTORY... 


NETWORK TV...“GUNSMOKE,” AMERICA’S #1 TV PROGRAM 


NATIONAL MAGAZINES! LIFE, LOOK, SATURDAY EVENING - 
POST, READER’S DIGEST...PLUS COLLEGE NEWSPAPERS 


CO-OPERATIVE ADVERTISING FOR YOUR LOCAL NEWS- 
PAPER, RADIO, OR TV STATION 


THESE 3 SHAVERS CAN HELP YOU 
..- AND YOUR CUSTOMERS... WIN! 


Memingtore. Fkaradl. wcrc suaver 


DIVISION OF SPERRY RAND CORPORATION, BRIDGEPORT 2, CONNECTICUT 
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HONORS 


LONGINES HAS BEEN 
CHOSEN EXCLUSIVE © 
OFFICIAL WATCH FOR THE® 
FIRST OLYMPIC EVENTS TO 
BE HELD IN THE 
UNITED STATES IN OVER 
A QUARTER CENTURY 





6u% 
Ard 





« 





P 5 uae OG 
. of LONGINES ADVERTISES TO ALL YOUR PROSPECTS 

Whatever your type of store, wherever you may be, Longines advertising | 

reaches virtually 100% of your customers and prospects of every type— 

the socially prominent, the executives, the business people, and most of 


all just plain folks. 


Sim 85% OF WATCHES OVER $50. ARE SOLD IN JEWELRY STORES 


Don’t let the bugaboo of discount stores and other outlets scare you. Sur- 


veys show that 85 % of sales for watches over $50 are made by jewelers. 





Authorized Longines-Wittnauer jewelers get every possible protection for 


their sales and profits. 


A $25 MILLION BACKLOG OF DEMAND IS YOURS 


iE If every person who has a/ready made up his mind to buy a Longines 
Mf eo watch could be sold right now, neither we nor you could handle the busi- | 
ness. Here is a backlog of demand created by more than $25 million in 


advertising ready to tap. You can get your share. 





ATTRACTING THE PRE-SOLD LONGINES CUSTOMERS 


To help you get your share of the Longines watch sales that can be made 


in this coming season, we have inaugurated a program of cooperation 


with Authorized Jewelers of revolutionary scope and size. 


LONGINES, GREATEST WATCH VALUE 


Real value makes selling easy. Longines watches offer the highest real 
dollar value in the industry. Longines watches have the superior quality, 
the real value, the outstanding styling to make maximum profitable sales. 
If you want to do maximum volume in your watch department during 


this Fall and Christmas, the watch to feature is Longines. 




















: Ost Bie IN MAGAZINES 
AWE CHRISTIAN SCIENCE MONTTOR OW ee ~ a Daw 
E COUNT: Figures become astronomical when you total the advertising 


Y i3= 
WSC aint Jorn impressions which are being created by Longines’ national 


cg ck 26s a | ° oem . 
FOL magazine advertising. One look at the Longines tremendous 


BOAT ) i = 
DATA } national magazine advertising tells the story. 
oe 
IN RADIO 
Hundreds of jewelers have told us that as a watch salesman, 
the Longines Symphonette is tops. Once again, as for years 


past, the Longines Symphonette will go to its loyal and 





enthusiastic army of listeners throughout the Fall and Christ- 


mas selling season. 


IN SPORTS 
sia Longines watches dominate the world of sports. In college 
| a eee a. and professional football, in baseball, in all leading sports 
i events throughout the country, Longines sports advertising @ 
builds prestige and sales and Longines’ position as official @ 


watch adds to demand and acceptance. Longines scoreboards 





and spectacular clocks are seen by millions of fans every 


season. 





IN DISPLAYS 


Longines provides more and finer display material for au- 
thorized jewelers than any other watch in its field. Longines 





displays reflect the superior quality, high reputation and uo 
solid, intrinsic value of Longines watches. 


IN JEWELER COOPERATION ag 
Advertising at the point-of-sale gets star billing in the 1958 
Longines advertising program. Our always-liberal jeweler 
cooperation program is a MAJOR ELEMENT in the domi- 
nant Longines advertising plans for Fall and Christmas. 
Your Longines-Wittnauer representative will give you full 
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You can operate a jewelry store without 


Longines watches. You can operate a jewelry 


store without displaying and featuring Longines watches. 


But you won't do your maximum volume. There is no 
substitute for Longines. No watch in its price field is known by 
and wanted by so many people. Longines is the name with 
the fame; the watch of highest quality, prestige and 


reputation. No watch offers a comparable line, comparable 





styling. No other fine watch offers so vast a range of 
watches in style, type and price. Longines watches are 
INDISPENSABLE to every fine jeweler who, 


this year, looks for maximum watch sales. 


Millions upon millions of people—including 
just about 100% of all your potential customers 
will see the beautiful Longines watches illustrated 
in our current advertising. Longines watches 


can earn profits for you. Get aboard! 





LONGINES AUTOMATICS offer maximum 
sales opportunities for the jeweler. The extensive 
variety of styles, models and prices meet every 
requirement. The self-winding mechanism is exclu- 
sively Longines—the quality throughout of the 
standard which has won world honors. Illustrated 
top to bottom: Longines Flagship Calendar; 
Longines Planet, with mystery golden arrow hour 
marker; Longines Renown. Longines Automatic 
Watches are priced from $89.50. 





LONGINES LADIES WATCHES are completely 
superior for distinguished and exclusive styling 
and beauty. The variety of styles is infinite, ranging 
from simple strap watches for sports and country 
wear to the most beautiful diamond watches avail- 
able in America. Illustrated top to bottom: Longines 
Juno; Longines Starlight Splendor 30B; Longines 
St. Moritz; Longines Starlight Radiance 8A. 
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HE STUMPED THE EXPERT: Vince 
Mirabella, manager of the Hart 
Jewelry Co., Wellston, Mo., wondered 
why the fellow looked so familiar— 
that customer hanging over the coun- 
ler, trying to decide on a watch... . 

Then he had it. “You're Teddy 
Nadler!” he exclaimed. 

Sure enough; it was the St. Louis 
postman who has won upwards of 
$160,000 on TV’s “$64,000 Chal- 
lenge.” 

Not one to pass up a chance for 
a slice of impromptu publicity, Vince 
made a quick decision to challenge the 
challenger. 

“Answer my questions about this 
watch,” he grinned. “And it’s yours, 
free.” 

Salespeople and passersby gathered 
’round for the contest; and it looked, 
at first, as though Teddy might come 
through again. He had an amazing 
knowledge of watches. 

But the finer horological terminol- 
ogy stumped him. . . . Hart’s Jewelry 
store made a cash sale—and the local 
newspapers. 


UNKED JEWELS: The ladies, God 

bless ‘em, land in the darndest 
scrapes with jewels—to get them, we 
hear; and after they're theirs. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1958 


SPEAKING OF THE JEWELRY TRADE 


For instance: A California matron, 
en route home from Japan, decided 
her girdle had seen its best days— 
or, maybe, too much saki and suki- 
yaki—and dumped it into a waste- 
basket; which, an hour later, was 
emptied by the steward into the 
Pacific. 

Only then—Good Grief!—she re- 
membered the pouch of jewelry she’d 
pinned to that girdle for “safe keep- 
ing’ —$40,000 worth! 

Then, there was the Cleveland sub- 
urbanite who stopped at a traffic light, 
and signalled a left turn by sticking 


out her arm—right toward a male 
curb-stander who couldn’t resist the 
invitation. He grasped the little hand 

. affectionately? Uhn, Uhn. Covet- 
ously. 

When the little hand was retrieved 
by its owner, it was minus one dia- 
mond ring and one diamond-studded 
wrist watch. 


“I’m out $800,” she wailed, later, 
to a police officer. “ ... just because 
! obeyed your traffic rules!” 


| F bape If you walk past Burt’s 
Credit Jewelers in Seattle, you're 
likely to do a double-take. In the win- 
dow you'll see a woman working. If 
you take a closer look you'll see that 
she’s setting diamonds. 

We don’t know why it’s unusual for 


a woman to be a diamond-setter. But 
it is. In fact, Burt’s thinks Mrs. Bruce 
Thomas may be the only one in the 
country. (Any dissenting votes?) It’s 
contended that she’s the only diamond- 
setter, male or female, employed by 
a retail jeweler in the Western States. 

Took perseverence for Mrs. Thomas 
to crash the practically all-male jew- 
elry manufacturing trade. After study- 
ing art at the University of Washing- 
ton, she searched many months be- 
fore she found a shop that would let 
her in as an apprentice. But she passed 
her four-year apprenticeship with fly- 
ing colors; and has been making 
jewelry, now, for 12 years. 

Maybe most women don’t go in for 
setting diamonds because it requires 
extra-strong hands to crimp metal 
over a diamond’s girdle; and extra 
strong eyes (plus mighty steady 
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As appearing in full color in HARPER'S BAZAAR, September 


© TRIFAR! 


Sleeves sweep the elbow... 


and a bare expanse of arm 


goes begging for the 
fashion-emphasis of the bold, 


golden adornment of 


Cuffs a-la-mode! 


| 





Bracelets from 5.00 to 10.00; 
Earrings, 3.00; plus tax. . 
Our model furred by Scaasi, 


photographed by Rawlings. 
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hands) to pick up tiny stones with a 
pointed bit of wax and place them 
properly. 

Mrs. Thomas wears an eye shade 
and magnifying glasses which, she 
admits ruefully, “must keep getting 
stronger as time goes by.” 


|; ne: Take a look at these 

excerpts from a half-page ad which 
appeared one recent Sunday in the 
New York Times: 

“You experience the pleasure of 
owning fine Gorham table silver from 
the moment a piece first touches your 
hand. . . . Here’s how easy and simple 
it is to have your solid silver service 
immediately on our PAYMENT PLAN: 

“1. The price of one place setting 
delivers all of your silver to your 
home. 

“2. You pay for the balance at the 
rate of one place setting per month. 

“3. THERE IS NO CARRYING 
OR SERVICE CHARGE. 

“4. Orders of eight or more place 
settings earn a FREE mahogany chest. 

“Remember anniversaries and birth- 
days with a lasting gift of solid silver 
to enrich her home and table. Don’t 
ees 

Nice bid for installment business, 
eh? You think some aggressive de- 
partment store picked up the tab for 
this ad? Nope. A Fifth Avenue retail 
shop whose sonorous name is synono- 
mous with the proudest traditions of 
our industry. 





At the bottom of the ad, under- 
neath six sterling forks (pictured life- 
size) and the selling message we've 
quoted, this name appeared in large 
letters: BLACK, STARR AND GOR. 
HAM. 

Food for thought? 
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H™ HUNTERS ASK HELP: What's 
a head of Spring, designed by 
Michelangelo got to do with our 
trade? Well, it’s bound to be a thing 
of beauty; and we specialize in beauty. 

Besides, some of you surely served 
in Italy during World War II. Resi- 
dents of Florence, Italy, are begging 
help from such—and offering a $3,000 
reward. 

You see, the head of Spring, one of 
four statues of the seasons which dec- 
orated Florence’s Santa Trinita bridge 
since 1569, is missing. 

The famous span over the Arno 
River was destroyed by retreating 
Nazis around 1944, after which Allied 
troops moved into the area. 

Florentines, subsequently, spent six 
years piecing the bridge together 
again—-and then discovered they 





















































"You're three minutes slow, Mac." 
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lacked an important ingredient: 
Spring’s lovely head. Could some 
zealous souvenir-hunting soldier have 
picked up the bulky fragment? 
Parker Pen people have joined Flor- 
ence folk in a world-wide search. 
Any old heads from Italy lying 
around the attics or gardens in your 
community? The right one is worth 


$3,000—and no questions asked. 


OOD-MINDER: Watchmakers come 

up with amazing inventions. 
Sooner or later they devise a mechan- 
ical measure for almost everything. 

A case in point is a Swiss horol- 
ogist who offers to custom-make 
watches which time the wearer's 
psyche cycle—warn him when he'll 
feel on-the-ball and when he'll be in 
the dumps. 

First this horologist establishes the 
customer’s regular pattern of ups and 
downs — everyone has measureable 
cycles, psychologists tell us; then he 
makes a dial of white and black spaces 
to correspond, and an extra hand to 
point out the sequence. 

When the hand creeps into dark 
areas, you face the fact of black— 
jinxed—days philosophically; because 
the dial says sunny weather is in the 
offing; if black turns up, then white’s 
not far behind. 

Sales possibilities for this item are 
endless. Wives will want to wear their 
husbands’ “cycles” to know when to 
tip-toe and when to ask for that mink. 

. Bosses will be pressured into post- 
ing their mood-minders on the faces 
of office clocks. . . . And, there’s un- 
doubtedly a Congressional Medal of 
Honor in store for the hero who cycle- 
izes Khrushchev as a watch-gift for 
Foster Dulles! 


Bh inensig puty: The little bride of 
two weeks explained her errand 
hesitantly. 

“T received two of these lovely sil- 
ver compotes as wedding gifts,” she 
told the Newark (N. J.) jeweler. “I 
don’t need more than one—and Jane 
is getting married next week. Could 
you possibly take off my initials and 
put on hers? Shed never suspect, 
would she? Can you do it?” 

“Yes, I can do it,” said the jeweler, 
examining the engraving through a 
glass. “But I was wondering... .” 

“Wondering what?” 

“I was wondering if you knew 
about the other initials on this com- 
pote before yours were engraved.” 
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A PERSON-TO-PERSON REPORT 





What you can expect from 


The Clock Industry 





There’s plenty of excitement in clocks this 
fall. On these pages, company executives 
tell you what’s happening . . . so that you can 
decide your own clock-selling program—for 


bigger Christmas business 











Ernest A. Mandell, Executive Vice-President 
Chronos Clock Corp. 


“The outlook for the second half of the year is en- 
couraging . . . a growing trend by the shopping 


public to look for better-type merchandise.” 
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® A LARGE SECTION OF THE PUBLIC will become clock- 
conscious between now and Christmas as the result of 
more national advertising than in many a year by manu- 
facturers and importers of clocks. 

So it’s only common sense for you to figure that you 
can make capital out of this growing interest in clocks 
—if you stock enough models and talk enthusiastically 
enough about them. This little matter of enthusiasm 
will be easy because there are so many new designs 
and features to interest shoppers. 

But which lines and which models will you want to 
feature? To help you decide, we invited the top execu- 





Ernest Grunwald, President 
Cyma Division of Berco, Inc. 


“Cyma 8-day clocks have an automatic alarm, 
which means that on one winding the clock will 
ring 16 times at the same hour without rewinding.” 
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tives of a number of clock-manufacturing and _ clock- 
importing firms to describe their marketing and mer- 
chandising plans for the balance of the year. We asked 
these officers some of the same questions you'd prob- 
ably ask them, such as: 

© How important is the retail jeweler, “the glamor 
showcase of America,” in the distribution of your prod- 
ucts? What proportion of your products is sold by 
retail jewelers in the $3.95-$9.95 price range? In the 
price range over $9.95? 

© What should jewelers do to increase their share of 
the nation’s retail clock business? 

® Do your policies favor jewelers in any way, and 
protect their ability to sell your products profitably? 

© Will you introduce any entirely new line? What 
distinguished this line from others? How will this line 
fit into the market which you anticipate between now 
and Christmas? 

© Will you spend as much money, or more money, 
or less money for advertising your product than you 
spent during the same period of last year? Will there 
be any interesting new approach in your advertising? 

We didn’t get answers from all the executives to 
whom we wrote, because some of them were vacation- 
ing or traveling in Europe. But we heard from the 
majority and their replies are published on the following 
pages. We believe that these market forecasts and 
descriptions of new models and features will help you 
shape a profitable clock-merchandising program for 
your store for the balance of the year. 





Russell, T. Woodward, Manager-Marketing 
G. E. Clock & Timer Dept. 


“In keeping with the trend to decorative wall 
clocks, we are offering new designs at suggested 


ee 99 


retail prices ranging from $9.98 to $59.95. 
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THE CLOCK MARKET: FALL & CHRISTMAS 


DIEHL-JUNGHANS 


by Ernest A. Mandell, Executive Vice-President 
Chromos Clock Corporation 


Due to the unfavorable business conditions during the 
first half of the year, inventories are very low. The outlook 
for the second half of the year is encouraging. 

I observe a growing trend by the shopping public to look 
for better type merchandise and am sure that if the jeweler 
takes advantage of this trend, he will not attempt to compete 
pricewise with all the various outlets which carry the cheap- 
est clocks and undersell each other. 

The public is susceptible to the suggestion to buy clocks 
with a recognized trade mark and assurance of enduring 
quality and originality. If the jeweler carries merchandise 
with such trade marks, he will be repaid in the prestige that 
comes from customer satisfaction. For a little more money, 
the customer can buy a dependable and attractive clock 
which will not need repairs for years. And the jeweler will 
have his legitimate mark up, so necessary for healthy busi- 
ness conditions. 


(please turn page) 











Donald J. Hawthorne, President 
General Time Corporation 


“We distribute a large share of our products 
through the jewelry trade and want to provide all 
the assistance we can to help the jeweler’s profits.” 
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Robert H. Herschede, Vice-President 
Herschede Hall Clock Co. 


“English, French Provincial and American Colo- 





nial designs for the consumer to choose from, with 
prices ranging from $35 to $80 retail.” 





C. Brook Flowers, Manager 
Smiths Clocks & Watches, Ltd. 


“We have three models on the U. S. market at the 
present time—brass 8-day, 7-jewelled reproduc- 
tions of 17th Century English Lantern clocks.” 
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THE CLOCK MARKET (continued) 
CYMA 


by Ernest Grunwald, President 
Cyma Division of Berco, Inc. 


There is a vast market for clocks in the United States. 
We concentrate exclusively on the distribution of fine lever 
clocks with minimum 10 and 15 jewels, retailing from $20 
to $65. We find with our line that the shift has been towards 
the best and highest-priced numbers. Customers who are 
able to buy a fine quality clock are not interested in saving 
a few dollars: they are interested in obtaining quality 
features and securing a product the appearance of which 
immediately identifies it as being of the highest caliber and 
distinct from all the cheap clocks which are now on the 
market. 

Therefore, for this coming season we have extended our 
line of 8-day clocks. The new models retail at $65 and are 
available at approximately Keystone. In line with public 
demand for more impressive clocks, they are somewhat 
larger than those previously featured by our company. Spe- 
cial attention has beeen paid to the “modern” look, stressing 
simplicity in design, even though we find that these clocks 
look equally well with antique furniture. 

Cyma 8-day clocks have an automatic alarm, which means 
that on one winding the clock will ring at least 16 times at 
the same hour without additional winding. On other 8-day 
clocks, it is necessary to rewind the alarm daily even though 
the movement itself works for a continued period of 8 days 
without rewinding, and we believe this is a particular quality 
feature which makes Cyma clocks unique in their class. 

Cyma sales are concentrated through retail jewelers; we 
believe it requires the knowledge and facility of an experi- 
enced jeweler to promote a fine quality product such as our 
clocks. During the main buying months of November and 
December Cyma advertising will appear in the New York 
Times Magazine, read nationwide. 


GE TELECHRON 


by Russell T. Woodward 
Manager—Marketing, Clock & Timer Dept. 
General Electric Co. 


We estimate that in the 1958 Christmas buying season con- 
sumers in this country will spend close to $50,000,000 for 
electric clocks. Since this is largely gift business, there is 
good reason to believe that jewelers can realize a substantial 
share of this volume if they will push electric clocks, espe- 
cially through advertising and display. 

To support this effort, we at General Electric Co. have in- 
creased our advertising in television, magazines and Sunday 
supplements. The latter offer retail jewelers a practical op- 
portunity to tie-in through their own advertising and display 
activities, since our supplement advertising is appearing fre- 
quently in more than 280 newspapers. 

For the first time in the history of the industry we are 
offering this Fall a custom display consulting service (at no 
charge) in order to help the retailer with special problems 
in merchandise presentation. In addition we have a new Cus- 
tom XVI display which offers 16 standard versions of a versa- 
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tile fixture especially designed for electric clocks and suit- 
able for almost every display requirement. 

This Fall our new product line is ideally suited for jewelry 
retailing with the majority of new and restyled models in the 
medium and higher price categories. In keeping with the 
strong trend to decorative wall clocks, we are offering new 
designs at suggested retail prices ranging from $9.98 to 
$59.95, a new low and a new high for us in this important 
category. (We estimate 12 per cent of electric clocks under 
$10 are sold through jewelry retailers but more than 25 per 
cent of the electrics above this price are sold through these 
channels. ) 

New merchandise ideas for jewelry retailing excitement 
include the first electric music box alarm clock, a wrought 
iron wall clock with swinging pendulum, and an authentic 
miniature of the old-fashioned school room clock in fruit- 
wood finish. Fine wood finishes and bright brass lend the 
touch of elegance to a group of new contemporary clocks. 
Decorator colors, a strong trend in block styling, show up in 
fresh versions of best selling models, such as the “Royal 
Snooz-Alarm.” 

The strongest trend in our business in modern history is 
the growth in sales of “Snooz-Alarm” clocks, which at the 
going rate for the first seven months of this year will result 
in a Christmas 1958 volume much greater than that of the 
last Christmas selling season. 

In the “Give Better Electrically” advertacular in the Nov. 
15 Saturday Evening Post we are featuring the “Royal Snooz- 
Alarm” clock and our new kitchen clock, “Trim,” the thin- 
nest electric clock ever marketed. Later, in a long list of 
magazines and Sunday supplements our full color advertising 
will feature “Royal Snooz-Alarm” clock and new models 
ideal for Christmas gifting. 

In keeping with General Electric’s “Operation Upturn” we 
are offering extra values in 13 new and 6 newly styled models 
for Fall and Christmas selling. My concern after a July- 
August trip across the country to talk with wholesalers and 
retailers is that inventories are so low that there will be many 
lost sales in the pre-Christmas selling rush. Both wholesalers 
and retailers who build stocks in depth of best-selling gift 
clocks early in the Fall will win out over their competitors 
in the 1958 Christmas season. 


SETH THOMAS-WESTCLOX 


by Donald J. Hawthorne, President 
General Time Corporation 


We distribute a large share of our products through the 
jewelry trade and want to provide all the sales merchandis- 
ing ard advertising assistance that we can to help the jew- 
eler have greater profits on our products. 

The consumer today has more money to spend but he is 
becoming a better shopper and more alert to good values 
than ever before. Our policy has always been to produce 
the finest products available and offer them to the consumer 
at a fair price. 

For the retail jeweler we provide a fair trade protected 
line of products and will make every effort to maintain 
prices where fair trade laws permit us to do so. 

Our quality has always been good. We are striving to make 

(please turn to page 104) 
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Robert P. Gwinn, President 
Sunbeam Corporation 


‘‘Sunbeam’s all-new line of electric clocks will be 


nationally available to dealers by mid-September 


—36 models, 14 selling between $8 and $20.” 
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Alexander E. Holstein, President 
Syracuse Ornamental Co., Inc. 


‘“‘Seven-jewel clocks, powered by single flashlight 
batteries that last from 12 to 15 months without 
replacement . . . offer new freedom to decorate.” 
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Carved beads, specked with 

gold, and crystal make this lariat 
a colorful complement to 

any of the vibrant, colored 
fabrics to come this Fall. 
Necklace and matching earrings 
are available in ruby, emerald, 
pearl and crystal, all with 


the Midas touch. Coro. 


by Jerry Gewirtz 
JC-K fashion consultant 





Dramatic oversized bracelet 






with the Florentine engraved finish, 






huge flower pin in fabulous colors, 






and string bean earring of textured 






metal that ends in a carved bead 






are available in any one of the 






top fashion colors; are all by 






Trifari. Each comes with matching 






ensembles including long or 






bulky, high necklaces. 











Time to stock up on 


COSTUME JEWELRY: 


The new simple dress styles demand huge pins 
of simulated stones; earrings, necklaces, bracelets 


of bright “gems” or gold, pearls and crystal 


® THERE’S A BIG YEAR AHEAD for the jeweler who 
is alert to fashion trends. New dress styles for 
Fall and Winter require jewelled accessories. In 
fact, the new look depends equally on color, tex- 
ture and cut of the fabrics and the jewelled acces- 
sories which set them off. Manufacturers, aware 
of this rich opportunity, are ready to supply you 
with an abundance of these accessories in a vari- 
ety of “right” designs. 

Costumes will feature vivid red, cobalt blue, 
brassy brown, moss green, lavenders and violets 
—made to be highlighted by frankly fake copies 
of real gems. 

It’s a go-ahead for green—never so flattering 
in its tone and certainly never as inviting for the 
simulated emerald stones. Reds are bright and 
beautiful. Geranium is the fashion description 
but glass beads come in every shade and nuance 
of red, usually in multiple strands that include 
all conceivable variations of that color. Brown 
too, often tossed aside as a hard-to-wear tone, will 
be a surprise; and topaz beads intermingled with 
gold just naturally go with brown. Blue and vio- 
let in costumes—along with sapphires, amethysts 
and alexandrites in stones, all simulated, of 
course—will make the covers of the fashion 
books. 

Crystal and pearls and gold beads carry the 
bright Spring feeling over into a fashion period 
as colorful as Indian Summer. Crystal and pearls, 
for example, will be seen more this Winter than 
ever before and provide the light pick-up for the 
deep color tones of heavier, cold-weather cos- 
tumes. 


Daytime jewelry simple, but elegant 


Surface interest gets stepped-up attention. 
Dramatic new long haired fabrics for day and the 
rich, embroidered elegant ones for night have 
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Huge beacs (light in weight) 

are worn high at the neck 

to carry the eye upwards in the 
new rising silhouette. Matching 
jumbo drop earrings are 

designed to compete with rounded 
hair combs and exaggerated 


hat sizes. Marvella. 
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COSTUME JEWELRY (concluded) 


their counterparts in the rich finishes of metal 
jewelry. 

Hand engraved gold finishes, carved beads, 
faceted stones are plentiful in all of the new lines. 
The over-all look is deceptively simple. The line 
is uncluttered but the textured fabrics are luxuri- 
ous; and so is the jewelry. 

Dress up accessories are as elegant and rich as 

















the fabrics. Simple outlines frame color combina- 
tions that seem to burst with beauty. The glow- 
ing colors found in stained glass windows are 
used in fabrics and in jewelry. 


Bulky, light-weight beads worn high—or low 


It’s the silhouette, however, that will make the 
year one for the jeweler. New jewelled acces- 
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Fashion-right colors create a vibrant 
nosegay in this oversized pin that comes 
with suitably large-proportioned button 
earrings. Ensemble by Marcel Boucher. 


High in fashion, but priced unbelievably 
low, are these larger-than-ever pins and match- 
ing earrings with a special quality 

gold finish by Forstner Chain. 





Softened hairdoes, often topped by giant berets or Directoire-inspired hats, demand oversized button earrings, 
extravagant showers of bead drops, or exaggerated string bean styles. And hoops are back. 

High, round necklines are softened by bulky, multiple-strand chokers. Or, necklaces move downward to balance 
the still-straight, but less severe dress silhouette. There are ropes, lariats, chains with detachable pins. 


The new, uprising waist, “the Empire look,” requires a huge pin worn, more often than not, smack in the center 
of the breastline. It’s a year for pins in vibrant gem tones which harmonize with vivid dress fabrics. 


Shorter sleeves, even on suits and coats, invite a bracelet border; or, still better, several of them. Some are heavily 
jewelled; others are handsomely free form, with Florentine engraved finish. 











sories are the fashion signature that identify next 
year’s costumes as unmistakenly new. 

Round necklines become modern when en- 
hanced with huge, bulky (but very light) neck- 
laces, worn higher than ever, emphasizing the 
upward look in all new costumes. On the other 
hand, some necklaces drop down to the lifted 
Empire “waist” and stop there with a huge pen- 
dant, usually a detachable pin. Lariats with jew- 
elled, tassled ends, make a comeback, and spill 
over the shoulders front or back. 

For those suits and coats that continue the 
popular “bateau” open-collared neck, manufac- 
turers have made bib-type necklaces to fit the 
“boat” shape. 

Earrings, too, are designed for the upward 
look. They go round, as giant buttons to comple- 
ment the higher choker, or dangle down in the 
attenuated stringbean or shower to harmonize 
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with the sophisticated longer necklace or chain. 


Huge, jewelled pins a fashion “must” 


It’s the pin, though, that will upstage any other 
single accessory. Pins are bigger, more colorful, 
more bejewelled. They’re worn high to pinpoint 
the uprising waist and hemline, on headbands, or 
even as surprise accents on the back of the dress. 

Pins are the suns in the fashion galaxy. Almost 
all of the other jewelry revolves around them. 

Short sleeves are part of the new silhouette— 
on both dresses and coats. Which means it’s a 
season to push bracelets. 

The jeweler can certainly sell these new styles. 
No woman will want to be left out because her 
huband or sweetheart doesn’t like the style. 

Besides, the new look is flattering. It’s firmer, 
with the still uncinched waist; but, happily for 
everyone, the bust line has returned! See 
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WEIGHING THE MIX (top left): Fine gold (24 karat) must be alloyed with 
harder metals (silver, copper, etc.), to withstand wear. Here gold and the alloy 
are meticulously weighed in the correct proportions. Gold alloys are seldom 
higher than 18 karat (3 parts gold, 1 part alloy). You can’t call a product “karat 
gold” unless it is at least 10 karat (10/24 gold). 


POURING THE MELT (above): The mixture of fine gold and alloy is melted, 
thoroughly combined, and poured from a crucible into a mold—to form an ingot 
of karat gold alloy. 

MAKING THE “SANDWICH” (left): Karat gold ingots are rolled into rectangu- 
lar sheets to become the outside “slices” of a sandwich. Filling for the sandwich 
is base metal (bronze, brass, nickel, etc.), with solder as “dressing” (usually 


silver and copper). 


BONDING THE SANDWICH (below): The sandwich, clamped between steel 


plates, goes into a gas-fired bonding furnace where it is heated to the melting 


point of the solder. This is a delicate process because the heat must be constant 
until the gold is perfectly bonded to the inner reinforcing metal. Then the bar 


is cooled slowly and evenly. 











How “gold filled” is made 


by S. L. Cantor 


It was an English “toy”-maker, 141 years ago, 
who led the way. Now everybody can afford the 
beauty and durability of karat gold—thanks to 
modern developments in the production of gold 
filled jewelry 


® FOR CENTURIES, gold ornaments and gold jewelry 
belonged only to royalty and families of great 
wealth. Gold was almost synonymous with riches. 

Then, at last, came the process known as gold 
filled; and men of moderate means, too, could 
afford to present their women with ornaments 
that used real gold. 

But a lot of water went over the dam before 
John Turner, a Birmingham (England) “toy” 
maker, took out a patent for sweating gold to 
base metal and rolling it into sheets... 


Man discovers gold 


Gold was, probably, the first precious metal 
known to man. That’s because it is generally 
found in its native ore, or uncombined form. 
Completely indestructible and about seven times 
heavier than the quartz rock where it often oc- 
curs, gold can free itself through erosion and 
show up pure and shining as tiny particles (dust) 
or good-sized chunks (nuggets) in the beds of 
mountain streams. Imagine the excitement of 
some primitive fisherman who first noticed it 
many thousands of years ago. 

Man soon learned that the glorious substance 
was both soft and durable. He could shape it, 
etch it, roll it out in the thinnest of sheets. (Gold 
has been beaten into sheets no more than .000004- 
inch thick!) 

Then, if he wished, he could melt it down and 
shape it all over again. Because of that quality, 
posterity has lost fabulous objects of art to the 
greed and callousness of conquering nations. 
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“Melt it down” seems to have been the rule even 
in 3600 B.C. when Egyptian robbers began to 
pilfer gold from the pyramids. 

Man also learned that, to keep its shape, gold 
must be combined with another metal. By itself, 
it was too soft, too malleable. So, as the centuries 
went by, he tried mixing gold with copper, nickel, 
silver. 

With the addition of other metals, gold could 
change its tint; take on elegant rose and greenish 
hues. Also, as an alloy, the precious substance 
went farther. 

Which was all to the good, because gold is and 
always has been, scarce. It’s hard to come by, 
whether it’s “panned” from a stream or wrested 
from the earth in lode (hard rock) mining. 

What’s more, productive mines not only are 
few and far between—but they run out. In an- 
cient times, Egypt controlled a large share of the 
world’s best gold fields; and, in the Middle Ages, 
gold mines in Spain helped put that country into 
a position of power during the 15th century. The 
mid-1800’s saw the discovery of gold in California 
and Australia—and the rush to settle those areas 
by fortune hunters. Then came big strikes in 
Alaska and the Klondike, mines that have con- 
tinued to produce; but the greatest source of 
gold today is the Transvaal, Union of South 
Africa. 

Except for an opportune accident in Sheffield, 
England, in 1742, gold jewelry might still be for 
the wealthy only. An obscure silversmith, Thomas 
Bolsover, was doing a routine job of mending 
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GOLD FILLED STOCK—FOR THE MANUFACTURER: Machines convert gold 
filled bars into sheet, wire and tubing pictured here and on opposite page. 
In any form, ratio of base metal, solder and karat gold is constant. 
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HOW GOLD FILLED IS MADE (concluded) 


cracks in a silver knife. To tighten his vise, he 
wedged a copper coin next to the silver blade 
and proceeded to apply heat and solder. 

Just then, Thomas heard the town crier shout- 
ing the news of the day from the street; and he 
ran over to the window lest he miss some tidbit. 

When he returned to his forge, momentous 
things had taken place. The silver knife blade 
had fused to the copper coin! This was the very 
first time precious and non-precious metals had 
been fused permanently. Thus was born Sheffield 
silver. 

What could be done with silver could also be 
done with gold, metalsmiths reasoned. But not 
until 1817 did John Turner, the English “toy” 
maker (small objects of precious metals, such 
as buttons and snuff boxes, were called “toys’’), 
discover how to spread a thin layer of karat 
gold, continuously, over a supporting metal. 
Turner’s patent is entitled: “Certain improve- 
ments in the plating of copper or brass, or a 
mixture of copper and brass, with pure or stand- 
ard gold or gold mixed with a greater portion 
of alloy, and the preparation of the same for 
rolling into sheets.” Our pictures show how, 
after many technical improvements, this process 
is accomplished today—the process of gold filled. 

When you sell gold filled, you can assure your 
customer that he is getting a high quality product. 
The law requires that jewelry and accessories 
marked gold filled must be at least 1/20 (by 
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weight) karat gold and that watch cases of gold 
filled have a .003-inch layer of karat gold. 

So, today, prestige items—with the same ap- 
pearance and lasting qualities of solid gold—can 
be produced at moderate prices. What you see 
on the surface of gold filled 7s karat gold, in all 
its radiant beauty. 


What the terms mean 


You’ll gain the confidence of your customers 
by helping them understand the markings found 
on gold jewelry. Here they are: 

KARAT GOLD: Made entirely of no less than 
10 karat gold (fine gold is 24 karat). The term 
“karat” designates proportion of gold in the 
alloy. A karat gold object will be marked, for 
example: 14 Karat Gold, 14 Kt. or 14 K. 

GOLD FILLED: Composite metal made by the 
fusing-rolling process described in our pictures. 
A gold filled article must be at least 1/20 (by 
total weight) of no less than 10 karat gold. Look 
for some such marking as: 14 Karat Gold Filled 
or 14 Karat G.F., or 14 Kt. G.F. 

ROLLED GOLD PLATE (also called gold plate, gold 
plated and gold overlay) : Composite metal made 
by the same process as gold filled; but may con- 
tain less than 1/20 by weight of karat gold. The 
gold content must be clearly marked for example: 
1/40 12 Kt. R.G.P. 

GOLD ELECTROPLATE: Coated with gold or gold 
alloy at least 7/1,000,000-inch thick. Zee 





Earliest Jewel Box, above, was where 
Ned Cohen tested—and proved—his 
contention that credit business pays 
off. Modest nucleus for present 60- 
store chain was opened in 1925 at 


Greensboro, N. C. 


Opening-night promotions, such as 
lucky-number give-aways, drew huge 
crowds (right, above) during big 
Jewel Box chain expansion period. in 
post-war *40s. “That kind of promo- 
tion doesn’t work any more,” says 


Cohen. “Today, they won’t turn out 


for an evening opening if you offer 


the moon.” 


Lush, latest Jewel Box proudly ad- 
vertises kinship with “South’s Largest 
Jeweler.” Here an early-fall Santa 
urges passersby to “shop early,” use 


the Jewel Box lay-away plan. 
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by William Wagner* 


HOW TO RUN A 
“JEWELRY EMPIRE” 


Whether you operate one store or 60, you'll see 


the good sense in Ned Cohen’s four-point formula 
for success as a retail jeweler. Here is the “Jewel 


Box story,” told for the first time 


® NED W. COHEN is one of the country’s most 
successful retail jewelers—and he started from 
scratch. 

Today, he operates the Jewel Box chain of 60 
retail stores which link six states of the South: 
North and South Carolina, Virginia, Tennessee, 
Georgia and Florida. 

If you ask this jeweler to tell you how it all 
came about, you'll find that his answers boil down 
to four general maxims: Sell on credit; pick good 
store locations and good store managers; make 
friends of your customers—and love the jewelry 
business with all your heart. 

Born in Durham, N. C., Ned always wanted to 
be a jeweler, as long as he can remember. That’s 
one of the reasons he sold newspapers on the 
streets of Durham during his early years; to 
bring in savings toward a future store of his own, 





(please turn to page 102) 

















*The author until last January was executive secretary of the 
National Jewelers Association. He now serves JC-K as consultant on 
installment credit. 
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iy | : Key figures in Cohen’s 
i jewelry empire are his 
valued, hand-picked 
store managers—gath- 


ered here for a friendly 


banquet conference. 





Ned Cohen’s boyhood dreams of being 


a good—and successful—jeweler have 
come fabulously true. The youth who 
sold newspapers on the streets of 
Durham, N, C., now heads a chain of 
60 jewelry stores which serve six 
states of the South. Today, son Law- 
rence aids in the enormous task of 
running the Jewel Box “empire.” . . 

A modest man, Mr. Cohen shuns pub- 
licity, never before has allowed his 


story to appear in print. 
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West Frankfort seniors long to own sterling—after a day of “schooling” from Eileen Hight (second from right). 


How to teach teens about sterling 


Put on educational demonstrations in the high 


school, says this jeweler . . . “Create the desire 


—and they'll find the money to buy” 


® THE BEST WAY TO INCREASE YOUR SALES of 
sterling silver tableware is to make teenage girls 
want it—particularly those from the “recent 
middle class” (RMC). 

That’s what the Dichter Report (summarized 
in JC-K, February, 1958) advised a few months 
ago, after interviews with hundreds of women 
and girls. 

But Jeweler Charles Dana Jacobs had a hunch 
to the same effect ten years ago; and he acted on 
it. Today the results of his program in the high 
schools of West Frankfort and Herrin, IIl., bear 
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out both his hunch and the findings of the Dichter 
research organization. 

Here’s the story: 

In 1949, the Jacobs-Lane Co. started giving a 
sterling silver teaspoon to each girl who gradu- 
ated from the West Frankfort High School. A 
nice bit of promotion, obviously appreciated. But 
nothing much came of it—nothing you could put 
your finger on—until 1953. 

Then several home economics teachers from the 
local high school, and from nearby Herrin, 
stopped by to ask Mr. Jacobs whether he’d loan 
them a few pieces of sterling to show their 
classes. It was a “big imposition” they realized; 
and they worried lest the silver might get 
scratched or lost. “But the girls are wanting to 
know more about sterling.” 

Mr. Jacobs didn’t let this wide-open oppor- 
tunity go by the board. “How would you like to 
have us put on a table-setting program for your 


(please turn to page 100) 
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WALLACE SILVERSMITHS 


holiday glitter 


SOM MO I Mer: 


ow ... read the next / pages... 
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Introducing ‘DAWN > TAR 


A beautiful, basic three-piece place-setting is yours Tor only $12.95. 
How rare to find a pattern like this...so fresh, so delicate, so modestly 


priced for heavy sterling! It’s a superb gift! WALLACE |. w , 
STERLING YY 


STERLING IS FOR NOW...AND FOR YOU! DAWN STAR THREE-PIECE PLACE-SETTING 12.95. FED. TAX INCL. 
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holiday specials in new WALLACE 
DAWN STAR gives you a 


for a limited time only! beautiful new 


3-Piece Place-Setting specially nt 412.95 


knife, fork, and teaspoon egies ae sterling silver 
gift- packaged. _ Zs PF 
se = pattern! 


. contemporary, clean-lined, deli- 
cately incised, it’s just what your 
customers want! 


21-Piece Starter Set, *125 value, only *99.95 
four-piece place-settings PLUS ae 


Tanta’ ate tated <8 avil ale Ni oOroc 2FyiA Caryifn: 3) 8101018 eq ¢ t 
HMNPOFrlant SEFVING pie “ a ¢ KJ J ViTIG DRAMA ET VEU ta - 





Two Great Promotions! Special Intro- 
ductory Price Offers . . . nationally 
advertised! Look for this spread! 


a sa = . ‘ ° ~ Ss ; - ey > A ri- PEmMaQr CKHRNANHN 
erving 1 8101618 gravy lagdie. COG meat fork. SUQ 4! SPOO?!n 


ae | cia a el sal ae De aia deka 
a tarnisn-proot grawer iinef 


PLUS... 


Exciting Multi-Page Advertising of 
Dawn Star, introducing it to the entire 
country with 24 pages (including 8 
in full color) reaching more than 
Dawn Star, 15,000,000 readers in: 
in complete six-piece place-setting only *24.95 House Beautiful * Seventeen « Living 
See Bln Star and all other W ie patterns. Miss ¢ Charm ¢ Modern Bride 

t fine jewelry and department stores today. Mademoiselles Bride’s* Bride & Home 


PLUS... 


Valuable Dealer Aids! 

Radio and TV scripts! 

Special publicity releases with 
table-setting photos! 

Special window displays! 

Counter card! 

News mats in 5 sizes! 


7 iat 


45.00 


Py. 


os te ae 


1 8 
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BAROQUE 
37.50 


GRANDE 

MY LOVE 

ROSE POINT 37.50 
DISCOVERY 3 
MEADOW ROSE 35.00 





WALLACE 
STERLIN 


WALLACE SILVERSMITHS AT WALLINGFORD, CONNECTICUT. . . SINCE 1835 

















TURN PAGE FOR MORE. 
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These best-sellers in the famous 
Wallace holloware line will be 
seen by your best customers in 
the New Yorker Magazine! 


Wallace’s Contemporary Meat and- Bread Trays... elegant yet 
simple, they are 2 fine examples of the new type of holloware 


design that’s becoming increasingly popular! 


rewards are greatest 
for Wallace Silver 


a. 





FOR INSTANCE...Contemporary, footed Bread Tray (left)...sleek 
dramatic, also doubles as a centerpiece. 13%” long. $7.95. Contemporary 
footed Meat Tray (right)...long and light-of-line...for canapes, corn-on- 
cob, or you-name-it. 9” x 13.” $14.75. Both in fine Wallace Silverplate 


WALLACE SILVERSMITHS|\v| 


es include Federal Tax. ii allingford, Conn., since 1835 
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SEEN IN THE 


NOV. 29th 
ISSUE! 


JEWELERS’ CIRCULAR-KEYSTONE, 





Are you the wise one who always gives a gift they really want, a gift no 
one else thinks of...like a syrup pitcher in fine Wallace Silverplate? Left 
to right: Handsome family-size, sixteen-ounce pitcher with attached tray, 
$17.50. Graceful six-ounce pitcher with attached tray, $10.00 


WALLACE SILVERSMITHS 


Prices include Federal Tax. at Wallingford, Conn. since 1835 


allace’s Syrup Pitchers in regular and family sizes make a 


ift idea with sure-fire customer appeal. 


SEPTEMBER 1958 
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WALLACE gives you 4 


SEEN IN THE New Rose Point Tea Set! 
NOV. 22nd 
ISSUE OF THE 
















Special Introductory Offer...5-piece set, $195 until 
December 3lst. Regularly $225. 


The ultimate in Christmas cheer...one magnificent silver tea service to 
warm hearts (and toes). New Rose Point tea service in fine Wallace Silver- 
plate... matches Rose Point sterling flatware. Five-piece set, holiday- 
priced at $195 until December 3ist. (Reg. $225). Matching tray, 28’’ $75. 


WALLACE SILVERSMITHS | Vv 


Prices include Federal Tax . «. at Wallingford, Conn. since 1835 


Thousands of Rose Point customers have been asking for this . 
new tea set to match their Rose Point flatware...now here it ts! 






TO Byy Write for free window display, counter card, newspaper mats! 
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big tea set promotions! 


3 popular silverplated 
tea sets, specially 
e}glel-tom-lmzotomel Ome) 


mle)i(ef-Wames=liilale B 


top) Castledon Tea Set, $89.50. Regularly, 
$130. Matching Waiter, $34.50. 


left) Merrimere Tea Set, $89.50. Regularly, 
$138. Matching Waiter, $40. 


bottom) La Reine Tea Set, $89.50. Regu- 
larly, $125. Matching Waiter, $40. 


All 4-piece sets. Comparable savings @ 
on 5- and 3-piece sets! | ‘ } # 3 


. . 
' 


& ( ( 
aut Ss 
| 


ORDER NOW! 


Offer is for a limited time only! 


PAGE FOR MORE...AND MORE... 
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SEEN IN THE 


NOV. 15th 


ISSUE OF THI 


NEW YORKER 
MAGAZINE 





PLUS 
THESE SPECIAL 
HOLIDAY 


PUNCH SET 
PROMOTIONS! 


Make it another sell-out season with 
the Paul Revere punch set and the 
new Harvest punch set! Build your 
punch set business on savings up to 
$50 off regular prices! Order early— 
be prepared for another sell-out 
season! 


TODAY! Write for free counter 


card and newspaper mats! 


Stock Wallace! Sell Wallace! We're 
right behind you, pre-selling your 
customers with important national 
advertising. Wallace is top-quality 
merchandise . . . specially priced for 
quick koliday turnover! 


HAPPY HOLIDAYS! 


WALLACE 
SILVERSMITHS 


at Wallingford, Conn. since 1835 





Specially-priced wassail bowls to spike the festive punch and eggnog! 

V7 HARVEST DESIGN (at upper left): set of bowl, tray, dozen cups, ladle, 
special at $150. Reg. $200. Bowl alone, $49.95; reg. $80. 

CLASSIC PAUL REVERE DESIGN: set of bowl, tray, dozen cups, ladle, 

special at $125. Reg. $170. Bowl alone, $39.95; reg. $60. All pieces, fine 


Wallace Silverplate. Each bowl holds 3 gallons; diameter, 15 inches. 
Offer expires Dec. 3ist, 1958 


WALLACE SILVERSMITHS |W 


Prices include Federal Tax. ... at Wallingford, Conn. since 1835 
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WINDOWS 
THAT SAY: 
let's get acquainted! 


by Virginia Dixon 

















“Come hither” match-mates: Costume 
jewelry for Fall is timely and an- 
other good introductory number. Since 
much costume jewelry is sold in 
matching or harmonizing sets, it is 
displayed that way in this window. 
Oval pads are lightly padded, covered 
with fabric in various fashion colors, 
fastened to painted wooden slats of 
various heights and arranged against 
the window background. A jewelry 
ensemble graces a neck form on the 
round elevation at right. Other items 
are displayed in boxes and on the 


window floor. 
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® AS WE START PLANS for Fall and Christmas 
merchandising, let’s be sure to remember that our 
window displays are more than a stage setting 
for merchandise . . . they are the front-line recep- 
tion committee for every prospective customer... 
the smile on the face of our store! 

To make customers, we must first make friends. 
To make friends we need an opportunity to get 
acquainted. The first function of our window dis- 

(please turn to page 74) 


Welcoming watch bands: Watch bands 
make an excellent “let’s get acquainted” 
item. Mass them for an eye-catching dis- 
play. The hand cut-outs point up the 
copy banners, which read “STOP... let 
us check your watch for accuracy and 
your watch band for appearance.’ 
“LOOK ... at the great selection of 
handsome watch bands for both men 
and ladies.” The bands are displayed on 
fabric-covered cylinders and on flat dis- 
play pads. The hands may be cut from 
masonite or beaverboard and painted. A 
real watch band is shown on the wrist 


of each cut-out. 
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DAWN STAR 
New! Heavy, handsome sterling silver 
at a never before low price that 

opens up a wide new market for you! 
Only $12.95 for a 3-piece place setting... 
$24.95 for a 6-piece place setting... 
$99.95 for a complete 21-piece 
starter set—regularly $125. 













all prices include federal tax 


MY LOVE 


Introduced last spring and already an 
outstanding sales success! 

A rich, young sterling pattern at $37.50 
a 6-piece place setting. 













price includes federal tax 

















TO CAPTURE YOUR 









FOUR BIG MARKETS 








COMPELLING WALLACE NATIONAL ADVERTISING 
GEARED TO REACH AND SELL: 
(1) Teen-agers, (2) young women, (3) brides, 


(4) young homemakers — fall 1958 and spring 1959... 


Spearheaded by 24 pages in CHARM, MADEMOISELLE 

and LIVING For Young Homemakers...with each y 
Wallace ad in these three key magazines alone | 
reaching an audience of over 7,200,000—the young 

business women, the young college-educated, the 

young homemakers of America...concentrated at 

the age of acquisition, and hand picked for buying 


power and fashion leadership. 


Wallace advertising will also appear in these out- 
standing magazines: Miss, Seventeen, Bride's, 
Modern Bride, Bride & Home, House Beautiful — all 


fall 1958 and spring 1959...a total of 56 pages of 


advertising during the coming year. 


7 m 
Brides Home 
~~ 
es 


BRIDE 





Attract these active, young reader-buyers to your store. Send for and use Wallace 


dealer aids: Counter cards, blow-ups, displays, newspaper mats. Write today: 


SMITHS 


: a at Wallingford, Conn....since 1835 








WINDOWS (concluded from page 71) 


plays is to proffer the gracious invitation which 
will bring people into our store so that we can get 
acquainted. 

Let’s not concentrate all our promotional effort 
on our most expensive items, but give lower 
priced .merchandise an extra promotional push, 
too. Strangers may hesitate to spend large sums 
in a store they do not know; but once they have 
made a purchase, however modest, they are no 


Gifts galore—while they last: “The 
Early-Bird Shopper Catches the Best 
Gifts!” says this display. The stylized 
Santa Claus bird might be cut from 
bright red felt mounted on a heavy 
eardboard backing and trimmed with 
white felt and a smashing big belt. 
Eye and beak can be cut from black 
felt and pasted in place. Gift sugges- 
tions are displayed on a massed ar- 
rangement of gayly wrapped gift 
packages. Wrap each box in a dif- 
ferent color and pattern of paper for 
a gala effect. Copy panel is tacked to 
the background, 


longer strangers. They’ll come back again for 
larger purchases. 

Be friendly in the window “copy” on your dis- 
play cards. Write it from the point of view of 
the prospective purchaser rather than from your 
own angle. Plan your windows to be timely, color- 
ful and not too stiffly formal. Show a friendly, 


smiling face to your public through your win- 
dows. See 


Costume jewelry companions: Another 
costume jewelry display makes use of 
cut-out silhouettes on which actual jew- 
elry is displayed. Sets are again shown 
on circular display pads and on the 
window steps. The silhouettes, which 
should be very nearly life size, can be 
cut from masonite or beaverboard or 
even heavy cardboard and may be 
painted; but they would be more effective 
if covered in fabric. Use contrasting 
colors for the silhouettes—red and green 
or blue and orange against a neutral 
background or black and white against a 
colorful background. Pin the jewelry 


right to the silhouettes. 
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Bright. Star 
NEW Lilt 


NEW Balance 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores in 


WUVALLACE 


Now — the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
stainless steel polished to-a satin finish and beauti- 
fully balanced. Wallace’s Hallmark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they're handsomely 


STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy Fall and Christmas selling season ahead. 
NEW Lilt ° Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 
NEW Balance 
16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


Sonnet 5 Circe . Ballet . 


WALLACE STAINLESS ... A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT ... SINCE 1835 
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Let her browse 
among the bands 
when her watch 
needs fixing— 
that’s Lawson’s 
strategy. ... With 
hundreds to choose 
from, she’ll find 
one to try. “Sit 


her down,” 


says 
Salesman Bernie 
Tech, “and 

the sale’s all 


but closed!” 


by Robert Latimer 


400 Watch Bands 


to choose from 


Sales volume in bands has boomed since Lawson’s 
filled two long, well-lighted cases with attach- 


ments for every occasion at every price 


® HERE’S A THREE-POINT PROGRAM which has 
boomed the volume of watch-band sales at Law- 
son’s Jewelers: 

® Use a mass display, so impressive that cus- 
tomers are bound to notice and comment. 

¢ Put the display where both watchmakers and 
salespeople can suggest and sell. 

® Promote, aggressively, the sale of watch 
bands as gift items for Christmas, birthdays, 
graduation. 

At Lawson’s, a new jewelry store in the Park 
Central shopping center of Phoenix, Ariz., there’s 
plenty of space; and that made this watch band 
merchandising program possible. Says Morris 
Malinoff, manager: “Our store is 150 feet deep 
and almost 50 feet wide—so we can experiment 
with different ideas in display. In a smaller store, 
we could scarcely afford to devote two counter 
cases exclusively to one item. But with our pres- 
ent facilities, we can easily turn two five-foot 
counter cases over to watch bands.” 


Price range easily seen 


The watch band cases extend from the glass- 
enclosed watchmaker’s bench, midway along the 
left side of the store, toward the store’s front. 
They are strategically spotted opposite such heavy- 
traffic departments as men’s jewelry. The display 
consists of row on row of watch bands on white 
artboard panels which completely cover the bot- 
tom of each case. One case holds women’s attach- 
ments and the other men’s. Each case contains 
upwards of 200 bands and—this is specially im- 
portant for sales—the bands are grouped accord- 
ing to price, with the cheapest ones at the left, 
and the most costly bands at the right. Thus, a 
customer can easily find those within his price 
range ...and the salesman can often sell up by 


(please turn to page 140) 

















e 
Now! FLEX-LET 
triggers the biggest 


replacement boom 
in watchband history 


with the introduction of > 


transforms 


every watch 





into 
a miracle of 


modern fashion 


Qa nen/ yle approach! 


So cleverly designed and tilted, 
it gives every watch the elegance 
of bracelet jewelry! 


A hha/ Ue ponte -f 


So angled, that for the FIRST te | fits any watch... 
time she can TELL time : : ' SO easy to put on 


without wrist-twist! 


“The biggest Aeplacenncrd boon, / | j | | oe Simply insert 


You can expect the GREATEST “change . Tae the ends through 
my band” demand... the BIGGEST =— the lugs and twirl 
replacement business boom in watchband on the lobes. No tools 

3 history! Here at last is the ONE item needed ... no rings to 
that can give you the kind of sales-action connect ... nothing to adjust. 


you need so badly these days! 
Sold, of course, with FLEX-LET’S 
UNCONDITIONAL REPAIR 
GUARANTEE for the “life-of-the-band” 


PATENT INFRINGEMENTS WILL BE VIGOROUSLY PROSECUTED. 





FASHION ANGLE 
4 Style #236 
“Nw Gold Filled — 1/20 10K 
/ AVAILABLE IN YELLOW 
AND WHITE 
* yy retails $9.95 t.i. 
ee ah... 
a Your PLUS profit 
Keystone $7.00 


FASHION ANGLE 
Style #237 


“89 Gold Filled — 1/20 10K 


AVAILABLE IN YELLOW 
AND WHITE 


retails $10.95 t.i. 


Your PLUS profit 
Keystone $7.80 


FASHION ANGLE 
Style #239 
Gold Filled — 1/20 10K 


AVAILABLE IN YELLOW 
AND WHITE 


retails $11.95 t.i. 


Your PLUS profit 
Keystone $8.60 


prove to yourself that there’s absolute sales-magic in the new and costly look 
any watch takes on when it’s transformed by the beauty of a “Fashion Angle” 
watchband. Try one on the first customer that enters your store and 
convince yourself that selling is as easy as showing FLEX-LET’S 
“Fashion Angle”! Be among the first in your community to feature 


“Fashion Angle”...WRITE your order RIGHT now! 


This custom-designed unit 
is your complete 


Fashion department 


Shows! Sells! Stocks! 


A MUST for rapid-action turn- 
over, this unique ‘‘Fashion 
Angle” merchandiser is a com- 
plete, all-in-one SHOW, SELL, 
STOCK unit. Besides display- 
ing 6 watchbands, your stock 
is conveniently housed in a rear 


on-the-spot sales! ey hel, é PACKAGE 

eae Each “Fashion Angle” 
watchband is individ- 
ually packaged in a 
“fine jewelry’ type 
flannel case for the 
added presentation 
importance it so rich- 
ly deserves. 


FASHION ANGLE ASSORTMENT +99 








There’s no 


ONE CUSTOM DESIGNED UNIT FREE drawer hunting 


each style is assorted as follows: ' 
3 yellow regular, 1 white regular, 1 yellow delay! 
long, 1 yellow short. 


YOUR SELLING PRICE — $197.10 £.4.1. 
YOUR COST — KEYSTONE $140.40 


FLEX-LET CORPORATION - 580 FIFTH AVENUE, NEW YORK 36, N.Y. 
In Canada: Guildcraft, Ltd., 110 Adelaide St. W., Toronto 
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FLEX-LET’S BIG-4 


Cross Merchandising Program 


a smashing success! 


IN JUST ONE short year, jewelers who adopted 
Flex-Let’s cross merchandising program have dou- 
bled, even tripled, their cross business... proving con- 


clusively that a sound merchandising program was 
all that was needed to skyrocket cross sales. THIS 
YEAR, every jeweler can cash in on a PROVEN 
SUCCESS... 
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.. THE FLEX-LET CROSS SELLECTOR UNIT-— Displays 24 
crosses at one time! Beautifully designed in luxurious leatherette 
and white satin highlighted with gold printing. It’s a complete 
“CROSS DEPARTMENT” in one unit! 


2...NEW FLEX-LET DISPLAY — Decorative counter or window 
display gives crosses a point-of-purchase power they never had 
before...brings you sales you never made before! Appropriate 
cathedral-type design in modern gilt wrought iron. 


SERIES 1005: 12 styles in Series, 1/20 G.F. 
Beautifully hand engraved or engine turned. 
retails $4.95 plus tax 

Your PLUS profit Keystone $4.20 


SERIES 3201: Sterling Silver. 5 styles in at its best. 


retails $5.95 plus tax 
Your PLUS profit 


SERIES 3301: Sterling Silver. 5 styles in 
Series. Distinctive designs plus hand engraving 


3... FLEX-LET SHOWCASE TRAY-—Takes crosses “out of the 
drawer” and puts them where your customer can see them... 
where you can sell them. 


4...FABULOUS FLEX-LET PRESENTATION BOX — Rich and 
meaningful packaging makes it easier for you to cash in on all 
gift-giving occasions ...confirmations, Mother’s Day, Christmas, 
graduations, births and weddings. 


retails $6.95 plus tax 


Keystone $5.00 Your PLUS profit 


graver's art. 
YOUR COST 


Keystone $5.60 


SERIES 2003: 9 styles in Series. 10K Gold. 
Yellow or white. The height of the hand en- 


Keystone $7.70 


Series. Deeply hand engraved. 


retails $4.95 plus tax 
Your PLUS profit Keystone $3.90 


SERIES 1106: 8 styles in Series, 1/20 G.F. 
Classic designs hand engraved or engine turned. 


retails $5.95 plus tax 
Your PLUS profit Keystone $4.50 
SERIES 1201: 5 styles in Series, 1/20 G.F. 
Superb craftsmanship. Hand engraved or en- 
gine turned. 


SERIES 2104: 8 styles in Series. 10K Gold. 
Yellow or white. Superbly hand engraved or 
engine turned 


YOUR COST Keystone $8.50 


FLEX-LET CORPORATION «+ 580 FIFTH AVENUE, NEW YORK 36, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1958 





FPLEX-LET introduces a complete 


( On Phivate “Bnom "PROGRAM 
FEATURING FLEX-LET’S CROSSES and MEN’S JEWELRY! 


N OW Every jeweler can enjoy the pride of ownership that comes only with selling your 
own private brand! 


A INE Flex-Let will imprint your own Private Brand name on an initial order 
IM GC of only 100 pieces of Crosses or 100 Men’s Jewelry Sets—or (We will 
combine 50 Crosses - 50 Men’s Jewelry Sets) to make up the 100 
piece assortment. Never, but never, could you have your own private 


brand with such a minimum inventory. P 


above all, it is the 


Famous Flex-Let Quality and Styling 


you sell under your own private brand! 








MANY JEWELERS... (see above) are already selling these Flex-Let lines Don't Delay. om 


der thei brand. Call, wi ite. W ill d full detail 
ear nm read ae PONTACT US TODAY’ 


FLEX-LET CORPORATION - 580 FIFTH AVENUE, NEW YORK 36, N.Y. 
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“The Legend”—golden calcite against a dark, primeval sky. 


“Like the Heavens”—yellow and blue fluorspar. 


Blue-brown fluorspar, “The Inner Mountain.” 
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by Dr. Frederick H. Pough 


If you’re awed by the origin of 
the gems you deal in, you may 


want to own one of these 


PAINTINGS 
INSPIRED BY 
MINERAL 
CRYSTALS 


® THE RECENT WORK of the 
Pasadena artist, Katherine F. 
Clarke, is of particular interest 
to jewelers as well as to this 
country’s many amateur stu- 
dents of gems and minerals. 
Perfectly formed crystals of 
amethyst, tourmaline and fluor- 
spar awaken in her a full ap- 
preciation of the obedience of 
all things to natural laws. She 
is fascinated by the inexplicable 
electrical attractions between 
the atoms that create things of 
beauty from substances which, 
in their unorganized state, look 
drab and dull. Mrs. Clarke 
paints mineral crystals in their 
natural state. She has found 
means of expressing the inspi- 
ration to be found in the natural 
forms that minerals assume... 
the marvelous symmetries that 
the less gifted can only admire 
in silence. 

Most of her models are fairly 
common for it is the common 
compounds of the earth’s crust, 
not the rare ones, that group 
themselves in the best developed 
clusters. Many visitors to a 











PROMOTING 


YOUR 





| DIAMONDS 


national diamond advertising starts its 20th year 
in September...with 2 new, demand-building campaigns 





S 850A Shee NE 
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Engagement Diamond Advertising 
in Look, The Saturday Evening Post, Reader’s Digest 





For the twentieth year, national advertising is 
promoting the engagement diamond tradition. Working 
for you, this advertising builds desire and demand 
for the diamond as the unique and enduring symbol 
fay Mak pine of love . . . the visible, accepted symbol of engagement 
and marriage. It’s dramatically illustrated by renowned 
artists and photographers. It gives your customers 
helpful information on diamond qualities, sizes and prices. 
Tie in for more diamond sales ... promote your 





diamonds in the same way. 


i 4pm one 
; 


, {omer 


Diamond Gift Advertising 


in Time, Newsweek, The New Yorker, Town and Country, 





National Geographic 





For the fifth year, national advertising is promoting the 

diamond gift tradition. Working for you, this advertising is aimed 

at the big market for diamond sales for anniversaries and 

other family gift occasions. Strongly competitive, it defines the 

basic reasons why a diamond gift has more emotional 

significance, is more valued than any other obtainable at a 
comparable price. It includes a reminder listing of gift 

occasions and gives important information on diamond sizes and prices. 
Tie in with this advertising ... promote diamond gifts 

to increase your sales. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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PAINTINGS (continued) 


museum can hardly believe that 
the smooth edges and gleaming 
faces on the specimens stowed 
in the cases were formed by 
nature, not cut and polished by 
man, possibly by the curator in 
his spare time! The whole con- 
cept that solids spontaneously 
assume such regularity, takes a 
little while to sink in. To a per- 
son of sensitivity and insight it 
is one of the finest manifesta- 
tions of nature’s laws. 

Many mineralogical scientists 
are but mildly interested in the 
jeweler’s wares. Beautiful as 
raw amethyst or aquamarine 
may be, it loses most of its 
charm for the mineralogist 
when the lapidary “brutally” 
cuts it into pieces and grinds 
and polishes a set of wholly un- 
related (to the atomic structure, 
that is) facets on its surface and 
mounts it in a piece of conven- 
tional jewelry. True lovers of 
fine minerals, would not know- 
ingly dispose of a fine crystal to 
a “pebble polisher.” In collec- 
tors’ circles we often hear a con- 
noisseur say: “I wouldn’t think 
of cutting this!’—even though 
his uncut crystal can never 
bring as much from another 
collector as would the stone that 
might be finished from it. 





Smoky quartz becomes “Song of the High Towers.” 


ieee en ee ee ee ee ee ee ee eee ee eee ee ee -_-—«. “— 


Spiritual meanings? 


The accumulation of magnifi- 
cent specimens of crystallized 
, minerals is a fast growing 
! hobby. One suspects that the 
, appreciation of such specimens 
: has, for many collectors, spiri- 
tual connotations—though most 
collectors would vigorously deny 
that God was in any way as- 
sociated with their feeling about 
the crystals. There can be no 
doubt that Mrs. Clarke shares 
this feeling, for in several of her 
paintings she has given an ec- 
clesiastical interpretation of the 
forms. 

Many jewelers find that a dis- 
play of crystallized mineral in 





“Black Jungle”—stibnite against pale yellow. 


(please turn to page 107) 
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Dorothy Dignam explored 
the Diamond Pavilion at 
the Brussels World’s 
Fair, and found: 


NEW IDEAS 
IN DIAMOND 
DISPLAY 





Author Dorothy 


Dignam 
found the Brussel’s Dia- 
mond Pavilion an “enor- 
mously popular” place of 


“order, dignity, almost 
reverence.” Decor used 
“colors of copper, cobalt, 
sulphur and steel.” 


® THE BRUSSELS FAIR has had 
tremendous publicity and you 
can make some of it pay off for 
your own diamond department. 

After October 19, when the 
Fair closes, you can probably 
get some of the loose gems— 
“as shown in the Diamond Pa- 
vilion, Brussels World’s Fair.” 
Inquire through any diamond 
wholesaler with Antwerp con- 
nections. There are probably 
50,000 loose stones which will 
return to Antwerp stock at that 
time. 

Here are some sound ideas for 
tie-in: 


Put a Dollar Down: Send 
check for $1 payable to Editions 
du Marais for copies of the 
English Edition of “Le Dia- 
mant,” quite a handsome bro- 
chure in color, which was sold 
at the Fair. Get your copy while 
the English Edition holds out. 
Address: The Directorate, Dia- 
mond Pavilion, 1958 World Ex- 
position, Brussels, Belgium. 
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Magnify the Mele: Suppose 
you have only a few packets of 
polished goods to show. Put 
small rounds and baguettes un- 
der a large-sized magnifying 
glass in a separate display case. 
Tilt lens so visitor can look 
down through it. Use overhead 
spotlight. The Fair showed full 
cuts 800-to-the-carat, but most 
people are just as awed with the 
one-pointers you'll show, when 
you magnify them. 


Put It in Motion: What can 





you do with one fine solitaire? 
Put it on a small turntable, un- 
der an overhead light, and iso- 
late from all other merchandise. 
This immediately gives it im- 
portance. Name the cut, weight, 
and give a few words about ori- 
gin, gem quality or color of 
stone, on small display card. 


What Makes What: One of 
the best educational displays at 
Brussels was that of Trau 
Freres—shapes of rough dia- 
mond from which the various 

















we 


The Diamond Pavilion, a modern, low structure of metal and black 
glass. Cool, twilight interior is richly paneled with mahogany. 








Belgian Square, a sparkling area of the Brussel’s Fair, through which 
visitors approach the Diamond Pavilion, at far left. 








Exhibits include this three dimensional, full-color reproduction of 
Metsys’ masterpiece “The Banker and His Wife”? which features large 
black diamond. By pacing admissions, building is never crowded. 
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The Henry H. Harteveldt Company 
has served quality 
jewelers for four 
decades as one of 
America’s prime 
diamond importers, 
specializing in platinum 
and gold jewelry. 

From a fast-moving 
14K diamond pendant 
retailing at $6.50 


to a $5000 diamond 


platinum watch. 





Total Weight Complete Line of 
Wedding Bands Fancy Solitaires 
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Extensive Selection of Pendants 
Including Add-on Pendants 


Unusual Styling in Total Weight 
Pearl and Diamond Rings Bridal Sets 


MEMBER AMERICAN GEM SOCIETY 





The Henry H. Harteveldt Company 


630 Fifth Avenue, New York 20, N. Y. 
NEW YORK e LOS ANGELES © PORTLAND 
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DIAMOND DISPLAYS (concluded) 


gem cuts are best obtained. An 
octahedron rough was paired 
with a brilliant; a long, irregu- 
lar stone with a pear, and so on. 
Each set was labeled. All stones 
were at least size of a cherry 
pit, making them easy to study. 


Who’s Afraid? Be unconven- 
tional about materials on which 
you show loose stones if it 
makes for effect. In Brussels, 
diamonds were shown on red 
sealing wax, hammered silver, 
foliage cut and shaped from 
thin gold leaf, bright blue metal- 
lic paper, swan feathers. A 
speck of clear varnish under- 
neath holds gems in place. 


Printed Matter: On the way 
out, hand visitors printed ma- 
terial on diamonds to read at 
their leisure. Don’t bother with 
a catalogue “List of Exhibit,” 
especially if a crowd must be 
kept on the move. 


New Mounts for Old Goods: 
Support your limited display of 
loose diamonds in various ¢uts 
with plenty of mounted goods. 
Even an old brooch looks lively 








$750,000 necklace by Van Cleef & 
Arpels was part of French exhibit. 
Pendant is 50 carat marquise - cut 
diamond. 





when polished up and pinned to 
a new pad. Newest in the Dia- 
mond Pavilion were small white 
feather pads as sold for milli- 
nery. Ask for round, white, 
hackle pads. (Hackle means 
fine, soft, neck feathers.) A mil- 
liner who makes hats can get 
them for you—they’re not ex- 
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to 100 million dollars. 





Tiara composed of 200 carats of fine stones is in display of only Amer- 
ican exhibitor, the Antwerp office of Baumgold Bros. Tiara is convertible 
into necklace, bracelets, etc. Diamond Pavilion is exclusive creation of 
Antwerp diamond industry, includes displays by finest retail jewelers of 
Brussels, Antwerp and Ghent. Estimated worth of total exhibits is 75 











pensive. You can pin right 
through these pads. 


For Elegance—Ermine: In- 
stead of silk or velvet with dia- 
mond-platinum jewelry, show a 
small scarf of ermine or white 
mink, borrowed from a furrier. 
Or buy ermine tails by the 
bunch and tie with ribbon; they 
are cheap. 


Birthstones Forever: As 
many times as you’ve done it 
before, show loose birthstones 
and label them. Put a little cake 
with candles on it in the center 
of the display and the legend: 
“The gift that honors her birth- 
month and doesn’t tell her age.” 
At Brussels, the colored stones 
were laid out on wax with dia- 
monds, suggesting items of jew- 
elry to be made up. 


For Larger Shows and 
Crowds: Admit only a few per- 
sons at a time; keep display area 
uncrowded both for protection 
and for sense of order and ele- 
gance. 

Arrange exhibits in one-two- 
three sequence so visitors make 
the prescribed circuit; but have 
a second area or room where 
they may linger, talk to sales 
staff, etc. 

Plan extra lighting in initial 
stage of planning show. Have 
electrical consultant sit in with 
committee on staging. 


Keep all sign copy in show 
cases down to a few words, 
clearly lettered in fairly large 
size. A whole paragraph of de- 








“Le Diamant,” is handsome, color 
brochure sold at the Fair. You can 
get an English translation for $1 by 
writing to: The Directorate, Diamond 
Pavilion, 1958 World Exposition, 
Brussels, Belgium. 





scriptive matter to be read slows 
up the line. 

People of all ages and classes 
are fascinated by diamonds. In 
selling the idea of a diamond 
display to an Exhibitor Com- 
mittee, quote the enormous pop- 
ularity of the Diamond Pavilion 
at the Brussels Fair. The latter 
was free, but you can often 
charge a small admission for a 
diamond show at money-rais- 
ing events. Zee 
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rCASUNreED 
TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 


available separately. 


55) Fifth Avenue, New York 17, N. Y. 
Phone—MUrray Hill 7-0457 - 8 
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Look, no crank! Atlantan 
jeweler boards his 1912 electric 
automobile. With it he takes 
part in numerous parades 
throughout the state of Georgia, 
keeping his and his stores’ 
names before the eyes of South- 
erners. 


Mix smart business practices with good public 


relations, then add a heap of Southern hospi- 


tality—result: 


Ingredients for Success 


© HOW WOULD YOU LIKE TO OPEN 24 jewelry stores 
in the next 22 years? 

Here’s how: 

Buy a ranch and have parties for kids on it. 

Give away ponies. 

Sponsor a popularity contest and a vacation 
trip. 

Ride around town in an antique auto. 

We make no guarantees, but it seems to have 
worked out fine for Walter R. Thomas of Atlanta, 
Ga., who opened his first jewelry store in 1936 
and now owns 24. Of course, you’d better add to 
the list: Pick out high-class employees, top-notch 
managers, and help them use every smart mer- 
chandising stunt in the book. 

But Mr. Thomas’ extra-business activities de- 


serve much of the credit for bringing success and 
popularity to the Thomas Jewelry stores. 

He has combined clever promotional schemes 
with extraordinary public relations, tossed in a 
generous helping of Southern hospitality and con- 
cocted a brew for customer attracting that seems 
to have been as potent as any national advertising 
campaign. 

For instance, take the ranch idea: Mr. Thomas 
owns a farm in Cobb County, just outside of At- 
lanta. But does he let it lie? You can bet your 
bottom advertising dollar that he doesn’t. The 
Rancho Sylvania, with its fishing and swimming, 
barbecue pits and shuffleboards, is an outdoor 
pleasure-land for youngsters. And Mr. Thomas 
knows it. Fraternities, sororities, church groups 


(please turn page) 
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THE FLOWER OF PRECIOUS JEWELRY 
Finest quality...exquisitely designed 


...Superlatively wrought 





~ Oscar Heyman ¢> Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 


INGREDIENTS FOR SUCCESS 
(continued from page 90) 


and other youth organizations are welcome to its 
use. Southern hospitality or good public rela- 
tions? You takes your choice. 


Ponies for Christmas 


Then there was the year of the ponies. Who’s 
going to ignore a store that gives away ponies? 
That’s what the Thomas stores did. Just by reg- 
istering at the nearest Thomas store, a lucky boy 
or girl had a chance to win a Shetland pony. One 
was given away at each Atlanta store—at Christ- 
mas time. 

Newspaper ads urged the youngsters to regis- 
ter to be eligible for the pony (nice gimmick for 
adding names to your direct mail list) and to be 
present for the arrival of Santa and the pony. 

Kids and mamas came in droves. And no one 
was disappointed. The sleigh was a thing of 
golden beauty; Santa was resplendent, and 
warmly bulky, in traditional red; Santa’s assis- 
tant turned out to be the pony trainer—a real 
Texas cowboy in sombrero and high-heeled boots. 
Then, there was the pony... 
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Mmmm, better than mint juleps! But it’s not only the 
drink that inspires admiring comments from a group of 
Atlanta brides-elect having tea in a Thomas jewelry store. 
They know that the $2,500 sterling silver punch bow! is 
theirs to borrow for their wedding receptions. 





A costly promotional stunt? Not so costly. This 
keen business man hired a photographer to take 
pictures of children with Santa in his pony-drawn 
sleigh—at $1 a head. Receipts almost paid for 
the whole deal. 

There are, by the way, 14 Atlanta stores in 
Georgian Thomas’ holdings. Others are in East 
Point, Beliwood, Albany, Athens, Ft. Valley, 
Rome, Smyrna, Newnan, Madison and Milledge- 
ville. Who said success isn’t a sign of popularity? 
He certainly has his competitors outnumbered, 
anyway. 

And speaking of popularity, what store spon- 
sored the ““Most Popular Student in Metropolitan 
Atlanta” contests? You bet! All the students 
had to do was vote at their nearest Thomas jew- 
elry store for the friend they would most like to 
see win a trip to New York or a scholarship. 

And a trip to New York was also the holiday 
gift given by Thomas last Christmas to one lucky 
registrant among scores who accepted an invita- 
tion to “just drop in and leave your name and 


(please turn to page 144) 
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STARFIRE BY KEEPSAKE 


the complete companion line to Keepsake 
— America’s largest selling diamond ring. 


STARFIRE BY KEEPSAKE 


is dramatically advertised in leading national 
magazines most widely read by your best 





prospects for diamond ring sales. 






































a STARFIRE BY KEEPSAKE 


features lovely, larger diamonds in many 























smart styles at popular prices. 
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DIAMOND 





STARFIRE BY KEEPSAKE 


gives customer lifetime trade-in privilege, per- 
manent registration, and protection against 
loss of diamond. 


STARFIRE BY KEEPSAKE | 


brings customers to dealers’ stores for free 
booklet “Heading For a Wedding” and “Wed- 
ding and Honeymoon Photo Album” gift offer. 


STARFIRE BY KEEPSAKE 


offers complete dealer aid program . . . news- 
paper mats, neon signs, motion window dis- 
plays, in-store displays, theatre commercials 
Tale Me liga Mulell B 


STARFIRE BY KEEPSAKE 


gives the progressive jeweler an unbeatable 
one-two combination for maximum turn-over 
with good mark up for greater profits. 


For complete details write: 


ae» Pe oo ©) | © OO en |, | OR) 47.1 O18) en, ee 











Compatibly colonial: Kirks’ new Towson store 
was welcomed by the community—for its at- 
tractive appearance as well as for its services. 
Only a block from the center of town, the 
colonial-type building enhances the tree-lined 
street where it stands; blends happily with 
traditional architecture of Towson homes. A 
parking lot, immediately adjacent, is induce- 


ment for shoppers. 


Like a lovely home: Gracious, modern interior 
invites “guests” to examine display of di- 
amond and jewelry in the brick-paved entry; 
then entices them to upper level to browse 
among fine china, silver and glassware. Rooms 
have neutral walls, wall-to-wall carpeting, in- 


direct lighting. An open fireplace is flanked 


by two racks of sterling silver hollowware. 
























































STYLED FOR 
INFORMAL BROWSING 


A store’s atmosphere is important to women— 
if it’s “right” they’re more likely to buy. That’s 
why Kirk built its latest suburban shop with 


modern, charmingly intimate rooms 


® CUSTOMERS, ESPECIALLY WOMEN, like to browse 
in a jewelry store; and nothing encourages brows- 
ing so much as small, beautifully furnished rooms 
which give the informal feeling of a private home. 

That’s the philosophy behind Samuel Kirk & 
Son’s handsome new store in suburban Towson, 
Md., the fourth Kirk store in the Baltimore area. 

Exterior of the store is colonial, the interior is 
invitingly modern. The customer enters an ante- 
room where she finds a convenient waiting bench 
—facing counter cases of diamonds and jewelry. 
Next, inevitably, she is drawn to the silver, china 
and glassware displays on the second level. There, 
with adroit use of room dividers, open cases and 
shelving, Kirk displays large quantities of mer- 
chandise — mostly at eye level — and still main- 
tains the serene, uncluttered look of a fine home. 

This store is the most recent in a series of Kirk 
stores which date back to 1815 when Samuel Kirk 
came to Baltimore to found what is now Ameri- 
ca’s oldest silversmith organization. Zee 
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Look for the Man from Imperial! 


You can always be sure with Imperial 
of outstanding quality, style, and 
value in Cultured Pearls. What is 
more ... your Imperial represento- 
tive can offer selling ideas and pro- 
motions that will make cultured pearis 
one of the most profitable depart- 
ments in your store. 





2 exciting new Sales i 
tor record: selling Spring 
f two new 


ice © 
offers 2 choi make 


\mperial 





NEW YORK CHICAGO 
681 Fifth Ave. 5 No. Wabash Ave. 
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In perial simmer ron 


offers you all these advantages. 


Because IMPERIAL is Nationally Advertised 
Imperial—undoubtedly the foremost name in cultured pearl 


jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 

Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 
in All Price Ranges 


Only Imperial offers necklaces, rings, pins, bracelets, earrings, 
clasps, charms and pendants, in gold-filled, gold, and platinum 

. with cultured pearls and also augmented with precious 
stones. The most complete line of cultured pearl and diamond 
jewelry of all types. 


Because IMPERIAL Sells Direct to You 

Imperial Cultured Pearls are from the leading farms in the 
Orient . . . Imperial designs and creates their own jewelry and 
only sells direct to you—the retailer. That is why, with Imperial 
you know you pay the right price for your merchandise and you 
are the one who makes the long profit. 


Because IMPERIAL Gives You a Complete Selling Plan 
In addition to advertising mats, store displays and other sales 
aids, Imperial has developed numerous proven special promo- 
tions. These selling plans can be tailored to any size operation 
and assure year ‘round volume cultured pearl sales. 


IMPERIAL 


PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


DETROIT LOS ANGELES TOKYO 
914 Michigan Theater 607 S. Hill St. 2,3-Chome, Yotsuya 
Bldg. Shinjuke, Ku 
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*# Selling “Young America” .. . full 
pages . . . many in color . . . with 
hard-selling advertising directed 
young America, your big market for 
diamond ring sales. This national 
advertising pre-sells diamond rings for 
authorized Keepsake jewelers every- 
where. For information about a deal- 
ership in your area, write A. H. Pond 
Co., Inc., Syracuse 2, N. Y. 


National advertising like this appears in Life, Look, Seventeen, Charm, Mademoiselle, Glamour, True, Argosy, 
Photoplay, Modern Screen, Screenland, Silver Screen, Modern Bride, Good Housekeeping, Bride’s Magazine and 
1700 College — School publications. 
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Keepsake 


OR Bn. we Oy ee P. RINGS 





There's More Than Meets The Eye In 
THE DIAMOND RING YOU BUY 


All you can see is a beautiful ring and a price tag. But how can you re- 
late the two and be sure of quality and value? How can you avoid an un- 
wise choice in the diamond ring you buy? 

The way to be sure is to choose a genuine registered Keepsake 
Diamond Ring. Quality in diamonds is judged by color, cut and clarity, 
and Keepsake’s quality is clearly defined in writing for your protection. 
The Keepsake Certificate signed by your jeweler guarantees a perfect 
center diamond, regardless of style or price (or replacement assured). 


Keepsake also registers your ring permanently, assuring lifetime trade-in 


privilege and protection against loss of diamonds for one year. 

The center diamond of every Keepsake engagement ring is a perfect 
gem ... free from flaws under ten-power magnification, with fine blue- 
white color and expert cut. And behind the matchless beauty of these 
lovely diamond rings stands the famous name Keepsake, symbol of qual- 
ity and value for generations. 

In making this important lifetime choice, be sure to look for the name 
“Keepsake” in the ring and on the tag. Many beautiful styles from $100 


to $10,000 — at authorized Keepsake Jewelers only. 


Dating is really fun . . . when you know 


THE ART OF DATING 
by Dr. Evelyn Millis Duvall 
An expert guide to happy, successful dating to make your 
teens the best years of your life. This fact-filled book is written 
by Dr. Evelyn Millis Duvall, famous author and counselor. 
REGULARLY $2.50 in hard cover, this book is yours in the 
exclusive Keepsake edition for only 50¢ AND THIS COUPON 
AT ANY KEEPSAKE JEWELER’S STORE. lf dealer is not listed 
in yellow pages of telephone book, write to Keepsoke 
A. MIAMI Ring $675. Also 225 and 450. Wedding Ring 225. B. ROLAND Ring $400. Wedding Ring 125. C. LADER Ring $300. Wedding Ring 87.50. Diamond Rings, Syracuse 2, N. Y., for his name. Do not send 
D. BAXTER Ring $225. Also 100 to 750. Wedding Ring 20.00. E. GWENN Ring $125. Wedding Ring 42.50. All rings available either natural or white money, please. 
gold. Prices include Federal Tax. Rings enlarged to show details. °Trade-mark registered. 
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No one loves a wise guy, 
so don’t be a “diamond” bore. 
To put them in the mood to buy, 
be a suave and tactful vendor! 








Between you and 


the sale of a diamond 


Your own 


TECHNICALITY 


by Gladys Babson Hannaford 


* A JEWELER SAID OF A COMPETITOR, “He treats 
every customer like an audience, talks way over 
the heads of most of them and scares them. I 
welcome with open arms the customers he drives 
out of his store and into mine by being too tech- 
nical.” 

He was not making light of his competitor’s 
knowledge. He himself had the same background. 


98 


It was the use of the knowledge that was under 
criticism. In his concern with technical informa- 
tion, the other jeweler had forgotten that there 
are still many people who buy diamonds just 
because they are beautiful. 

In another store, the owner was talking to me 
about one of his salesmen. “I hired him because 
of his training, which is most valuable. If he 
could only learn how to use his knowledge! For 
example, a woman came in to buy a birthstone 
ring, a garnet, for her young niece—not too ex- 
pensive. He asked, ‘What color garnet?’ She 
didn’t know that garnets came in more than one 
color and she said, ‘Just a garnet-colored garnet.’ 
But she didn’t buy. My guess is that he made her 
feel ashamed of her ignorance and her desire for 
a plain old garnet.” 

In our present scientific age, many customers 
want more information than ever before. There 
is no question about it; a salesman today must 
know diamonds and be able to answer easily any 
questions that arise, and some of them will be 
technical. 

It you have instruments, know when and how 
to use them with the customer. One jeweler asked 
the people of his city, in an advertisement, to come 
in and see their own diamonds through his binoc- 
ular microscope. To what advantage? Some of 
the women appealed to had had their diamonds 
for a long time and were happy with them re- 
gardless of quality. What can possibly be gained 
by letting any of them know at this late date that 
their diamonds are inferior, as some of them are 
bound to be? 

A man may know the quality of a diamond he 
has purchased and not tell his wife. If a jeweler 
goes out of his way to inform her as to the qual- 
ity, for no reason except to show off his own 
knowledge and equipment, it cannot be classified 
as good selling! He makes the husband appear 
either stupid in his purchase or a sly dog for not 
telling his wife if he did know the quality. This 
can build only resentment in both—resentment 
against the jeweler and, even more important, 
against diamonds—a resentment that can smolder 
for a long time. 

Microscopes have great appeal to both sexes and 
all ages. A binocular microscope in a diamond 
department adds a professional touch and has 
made innumerable sales for the jeweler who uses 
them wisely. 

More customers are equipped with inquiring 
minds today than ever before in the history of 
merchandising. A professional background is 
almost a must. But never be superior about it. 
Never, never use your knowledge to impress! In- 
stead, use it in a way to build confidence, to help 
the customer understand and love diamonds 
better. aaa 
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DIAMONDS 


Emerald C ut 


and /\ larguise 


DIAMONDS __ mounted of 


STAR SAPPHIRES 
RUBIES 


STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 
Precious Stones, mounted 
and unmounted from which 
to make your selection. 
Let us cooperate with 
you on your special calls. 


JEROME RICHHEIMER 
608 Filth Avenue " New York 20, N. Y 


@atelat: Circle §-5073 


, Sibson 


leads the 


bridal procession 


Beautifully designed and thoughtfully 
edited to store precious moments, 
these handsome albums are lithographed 
in color on fine bond papers and 
bound in washable simulated 
leather, padded rayon moire 
and rich genuine leather. 























For every important occasion, 
Gibson is first choice 


for a treasured fue 


lifetime record. 


oe Cleon AND COMPANY 


PUBLISHERS © NORWALK, CONNECTICUT 
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HOW TO TEACH TEENS ABOUT STERLING (continued from page 62) 


classes, at the school?” he suggested. “We'll bring 
along china and glassware as well as sterling— 
and take full responsibility for breakage.” 


Teachers welcome program 


The teachers accepted enthusiastically. They 
were delighted when Mr. Jacobs promised to put 
on the lecture-demonstrations before each class 
separately, freshman through senior. 

February was picked as the best month for 
school visitations; store trade is likely to be slow 
then. And February has been “high school” 
month ever since. 

Eileen Hight, an experienced member of the 
Jacobs-Lane staff, conducts the programs. (Regu- 
lar teachers don’t object in the least to what 
amounts to a day off for them.) Miss Hight takes 
along all equipment—a 16 mm sound projector or 
a slide projector; the latest films from manufac- 
turers on sterling, china and glassware and sam- 
ple patterns of each. The school has no bother 
of preparation for the program, a big point in 
its favor. 

This year Miss Hight introduced her subject 
with the Gorham sound movie This Gracious 
Heritage and followed by stressing these virtues 
of sterling: 

Durability: ““You can use it 365 days a year 
during your entire lifetime—and it’s still good as 
ever to pass on to your children and your chil- 
dren’s children.”’ 

Low cost, comparatively: “How many times 
must a married couple replace an automobile or a 
refrigerator during their lifetime? And who in 
this room wants Grandma’s old refrigerator? 
But, how many sets of silver can you get for the 
price of a refrigerator?’ 

(The girls love supplying the answers.) 

“What did those sweaters and skirts you’re 
wearing cost—and how many times will you have 
to replace them before you die?” (Pencils figure 
briskly.) “How many sets of sterling would that 
buy ?” 


“Create the desire’”’ 


The youngsters conclude that a set of sterling 
silver is just about the most economical item they 
can purchase for long-time use during married 
life. Their interest is aroused; and so is their 
desire to own. (“Just what we want,” says Mr. 
Jacobs. “Create the desire—and they’ll find the 
money to buy.’”’) 

By this time, these teenagers can’t wait to 
touch some sterling—and that comes next. Six- 
teen patterns, a six-piece place setting of each, 
are passed around the class. “Choose one which 
matches most nearly your own personality,” the 
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girls are advised. ““You may change your mind 
later ; but it’s fun to choose one now.” (Of course. 
they know what they want now.) 

A six-minute film on china comes next, The 
Making of a Cup. Along with it Miss Hight 
shows actual pieces of china in the making, from 
bisque to finished product. A display of dinner 
plates follows, in six fine patterns. 

And then the girls examine steps in making 
blown glassware, an exhibit of actual pieces, 
loaned by Fostoria. Miss Hight points out the 
toughness and durability of this glass in com- 
parison with moulded glassware. 

Finally, the girls have the thrill of choosing 
china and glassware to coordinate with “their” 
silver. Miss Hight tells them: “When you com- 
bine the four elements of a table-setting—-silver, 
china, glassware and a table covering—you won't 
go wrong if you choose two plain patterns and 
two that are more ornate.” 


Seniors ready to choose, buy 


For freshmen and sophomores, the programs 
are purely educational, to help the girls get 
acquainted with fine things. But for juniors and 
seniors, Miss Hight stresses the importance of 
choosing and buying, since they soon will be 
furnishing homes of their own. She never gets 
“commercial,” though. The only time Jacobs’ is 
mentioned is when she’s introduced. 

“TJpper classmen, who have heard the intro- 
ductory lectures as freshmen and sophomores, 
take a much livelier interest in sterling silver 
than those who attend the program for the first 
time,” says Mr. Jacobs. “By then, they have the 
incentive and the background for actually choos- 
ing a pattern.” 

Far from having trouble getting into the high 
schools, as some jewelers report, the Jacobs-Lane 
store has trouble keeping demand for their pro- 
gram within bounds. Word of “Silver-China- 
Glass Day” has spread from school to school— 
through the enthusiasm of the girls themselves. 
This year, Miss Hight took on six vicinity schools, 
devoting a day to the smaller schools and two 
days to those with larger classes. 

There’s no way of measuring just what the 
program has meant in actual sales; but such in- 
cidents as the following are indicative: 

A teenage girl and her mother came into the 
store, recently, to choose a silver pattern—a 25th 
anniversary gift from the father to the mother. 
As they paused by a silver plate display, a clerk 
heard the daughter say: “You don’t want that, 
mother. Miss Hight says sterling is the best and 
most economical; besides, some day it will be 
mine, and I want sterling.” Sean 
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| Kahn- Jacobson, [nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and Telephone: Circle 5-4313 


. 32/34 Holborn Viaduct, London 
Jacobson Bros. Diamond Corp. Cable Address: “Redlace” New York 
























4925 —14K yellow gold and cultured pearl 






4926 —14K yellow gold and diamond 
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Modern Miniatures... 


Exquisite little pendants, skillfully designed, 
perfectly executed to meet the highest 
standards of taste and beauty. 










CHURCH & COMPANY ine 


bie Manufacturing Jewelers 


Trade mark registered 2 Garden Street, Newark 5, N. J. 
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HOW TO RUN A “JEWELRY EMPIRE” (continued from page 61) 


and to learn the rudiments of salesmanship. 

After completing his schooling, he persuaded a 
jeweler cousin to take him on as a handy man. 
Within a short time, though, Ned and a brother- 
in-law went in for themselves. 

“Our operation was mostly on a cash basis,” 
he recalls. “And right then, I began to see how 
much faster a jewelry business could grow if it 
offered credit.” 


The first Jewel Box opens 


Three years later, in 1925, Cohen sold his in- 
terest and opened a credit store of his own in 
Greensboro, N. C. 

“It wasn’t much of a store,” says Ned, chuck- 
ling at the contrast with his present-day, spaci- 
ous, up-to-the-minute shops. “It was exactly 10 
feet wide and 20 feet deep, tucked in beside the 
National Theater building. But I was mighty 
proud of it.” 

He had no idea of opening another store, let 
alone a chain of stores, until he almost lost a 
particularly able assistant. 

“This fellow asked—and deserved—more pay 
than my store could stand. I didn’t want to lose 
him; good men are hard to come by. So I decided 
to open a second store in Burlington, N. C., and 
make him manager. We arranged for him to have 
an interest in the business.” 

The venture worked out fine; beyond expecta- 
tions. In fact, the success of this Burlington 
Jewel Box confirmed Cohen’s contention that do- 
ing business on a credit basis is sound. Also, it 
roused an ambition to open other stores whenever 
he found the right location and the right manager. 

By 1935, there were 11 Jewel Boxes; after 
World War II, the number zoomed to 60. All are 
credit stores; most are in small towns. Today, 
Jewel Box Stores’ sales range upwards from $60,- 
000 a year per store. 


Location picked with great care 


Sometimes Ned buys out an existing store; 
again he’ll pick a good site and build. Always, 
though, he investigates the location exhaustively 
first: How many jewelry stores does the town al- 
ready have? What’s their quality? What’s the 
area’s annual payroll? Is there diversity of indus- 
try? How much competition comes from nearby 
towns? 

It’s profitable, he finds, to spot stores in small 
communities about 25 miles—an hour’s drive— 
from a large city. 

When he purchases an oldline store, he goes 
slow in changing it into an up-to-date credit store. 
“You need to hold the present clientele. 

“But, right away, we launch an intensive direct 
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mail campaign to attract credit buyers. After a 
year or so, we begin to change the style and trim 
of the windows and to bring light and life to the 
store’s exterior and interior. But we avoid star- 
tling innovations.” 

This easy approach works. “Jn all of our years 
of experience in the retail jewelry business,” says 
Ned, “we never have suffered loss of prestige be- 
cause we let the public know we were ready and 
willing to sell on credit to persons entitled to buy 
on credit.” That’s a proud boast. 

Group offices, headed by close, long-time asso- 
ciates of Mr. Cohen, supervise store operations 
within specific areas. But it’s a benevolent super- 
vision. 


Store manager, key man 


The key man in each new venture is the store 
manager. Cohen gives the store manager his head 
—lets him have final say about operation of his 
store except when it conflicts with group policy. 

“We find it’s to our advantage to grant store 
managers freedom of action; this gives them con- 
fidence in themselves which creates an enthusiasm 
that’s catching. When you’re on your own, you 
have an incentive that money can’t buy.” 

Naturally, therefore, requirements for a store 
manager are stringent. The ideal store manager 
must know the jewelry business through and 
through, including credit and collection practices ; 
possess executive ability, good judgment, ambi- 
tion, and be able to do every job in the store. 

Finally, he should have a neat, pleasant appear- 
ance, a friendly personality, “the kind that in- 
spires confidence,” and be able to think for him- 
self. 

“If we should take on a man who didn’t have 
these qualifications,” says Mr. Cohen, “‘we’d have 
no right to expect him to do the kind of job we 
require.” 

The manager sets the example of friendliness 
which is so important to the success of every 
Cohen store. “Our customers are our friends, 
both in and out of the store,” says Ned. 


“Thank you” letters breed friendship 


Among effective ways of furthering this idea 
are “thank you” letters which go to each new cus- 
tomer who opens an account; “thank you”’ letters 
(including a selling message) to accounts that 
pay out; telephone calls from the manager, or an 
assistant, to let customers know about unusual 
merchandise, special sales and the like; extensive 
use of direct mail. 

Exchanges and refunds are routine. Every 
customer must be satisfied—the manager is 

(please turn to page 142) 
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THE CLOCK MARKET: FALL & CHRISTMAS PROSPECTS (continued from page 51) 


it better through the installation of good quality control 
standards and careful inspection through the manufacturing 
process. We have a network of 60 service stations throughout 
the United States to provide efficient service for the products 
we market. 

In addition to our fine clock lines, manufactured at West- 
clox and at Seth Thomas, we are offering a new, sparkling 
line of full-fashioned wrist watches in both ladies’ and men’s 
models. To create customers for our products, we have ex- 
panded our advertising budget by almost 50 per cent and 
will sponsor a TV spectacular, “Wonderful Town,” starring 
Rosalind Russell on Sunday night, Nov. 30, over a complete 
CBS television network. This, of course, is being scheduled 
during the prime season and at the best possible time of the 
evening. All we can ask is that our retailers cooperate and 
give us as much point-of-sale and merchandising help as pos- 
sible so that they can take full benefit profit-wise in this 
extraordinary effort. 


HERSCHEDE 
by Robert H. Herschede, Vice-President 
Herschede Hall Clock Co. 


The jeweler’s responsibility to his customer includes a 
well rounded display of fine clocks for the customer to 
choose from. These ciocks must be from a reputable manu- 
facturer backed by years of experience in assuring the con- 
sumer of high quality merchandise. 

The Herschede Hall Clock Co. is making available to 
the jewelry trade a well rounded line of time pieces, half 
hour and hour strikes and Westminster chime clocks. These 
are made up both electric and key wound. 

In presenting our line to the consumer, the jeweler will 
realize that period design is the most effective appeal. We 
have English, French Provincial and American Colonial de- 
signs for the consumer to choose from, and prices range 
from $35 to $80 retail. 

In working with the jewelry industry, the Herschede Hall 
Clock Co., as well as other American clock manufacturers, 
has protected the consumer by a fine guarantee program 
and by maintaining a network of service stations through- 
out the country. We carry the message of our products to 
the consumer by advertising in top-rated magazines. 


SMITHS 


by C. Brook Flowers, Manager 
Smiths Clocks & Watches Ltd. 


Smiths have an enormous range of clocks of all types, but 
unfortunately, due to relatively high labor costs in England 
vis-a-vis Germany for example, plus a relatively high import 
tariff, these clocks do not fall within a popular price range. 

We have three models on the U. S. market at the present 
time—brass eight-day, seven-jewelled clocks available in 
three sizes. They are reproductions of the 17th century 
English lantern ciocks. We do not carry stocks of Smiths’ 
line in this country and it is, of course, impractical to supply 
retailers direct from English factories, since they do not 
order in large volume. We depend, therefore, on wholesalers 
placing orders, carrying stocks, and supplying to the 
retailers. 
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Our three clocks are distributed by S. P. Skinner Co., Inc., 
225 Fifth Ave.. New York 10, with branch offices at Dallas, 
San Francisco and Los Angeles. We also supply movements 
or fitups to American firms, who embody them in their own 
cases, mainly wall clocks or floor clocks, but these, of course, 
are not marketed as Smiths’ lines. 


SUNBEAM 


by Robert P. Gwinn, President 


Sunbeam Corporation 


Sunbeam’s all-new line of electric clocks will be nationally 
available to dealers by mid-September. This new Sunbeam 
product line includes 36 models which comprise every type 
of kitchen, living-room and alarm clocks in all sizes and 
colors for homes and offices. Nineteen of these models will 
retail in the price range between $4.98 and $8. 

Sunbeam started its research and design development for 
its new clock line more than two years ago to produce 
a small, but complete line of clocks that would lend them- 
selves to the growing appeal of decorator and architect 
design. This has been accomplished in the showing of a 
variety of “built-in look” models, as well as the first types 
with “wrap-around” crystals. One entirely new alarm clock 
features a self-illuminating dial, with brightness controlled 
by a button at the front of the clock, and has as its light 
source an electrically charged metal dial coated with glass. 
We believe that Sunbeam’s new line of electric clocks offers 
the jeweler an outstanding profit opportunity for 1958 
because the line is shaped to permit a full inventory without 
burdening his stock. In keeping with retail jewelers’ 
potential for higher ticket items, we have 14 models selling 
between $8 and $20, giving Sunbeam 33 models, or 91 per- 
cent of its line between $4.95 and $20. 

Perhaps the most important news to jewelers in Sunbeam’s 
clock story is that a full-scale national advertising and 
consumer publicity program through newspapers, magazines 
and television will break during the fall months. 

When you add together the facts that the Sunbeam quality 
name will be appearing on clocks for the first time, that 
every display and promotional piece will be new and that 
the product line itself is the most modern and advanced that 
designers could conceive, I believe it represents a wonderful 
profit opportunity for those who show the full line and 
utilize these new sales aids. 


SYROCO 
by Alexander E. Holstein, President 


Syracuse Ornamental Company, Inc. 


The retail jeweler can look forward to a big year in decor- 
ative wall clocks, and one in which it is necessary to re- 
evaluate the role of decorative accessories in his store. 

In general, wall accessories have grown in importance 
during the past few years, as part of the trend to getting 
greater warmth and elegance into the home and escaping the 
monotony of mass-produced furniture in mass-produced 
houses. In particular, this has resulted in a special boom 
in the clock market, since the decorative wall clock offers 

(please turn to page 107) 
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Don't Miss Out On 
This Big Market! 


CADUCEUS 
JEWELRY 


for DOCTORS, 
DENTISTS and NURSES 


Medical people are proud of 
their profession and like to 
show it by wearing caduceus 
jewelry. Here are fine quai- 
ity heavy 14K gold pins, 
buttons, and cuff links with 
caduceus design, from our 
unusually large assortment 
of emblematic jewelry. 








Wrerreriine Br RRY & CO. Fre Ehemate 


wMeenreseean AMERICAN eocrierTry 8S ROSE STREET, NEWARK 8, N. J. 


a 




















SMART 


NEW America’s Most Complete Selection of Scarab Jewelry 
FASHION % Superb designs, master-crafted with imported European Scarabs, 





fr 

















Dicer ae priced for mass market selling! Promotion material available. 
Charm %, 
Pendant 


No. 280 $48.00 Doz. Key 
Fetching fashion with 
15” chain. Gift box. 1/20 
12K Gold-filled. 12 in 
counter display. 





No. 2/30 Button Earrings ..... $15.00 Key 
No. 2/38 Drop Style ......... 16.00 Key No. 264 Circle Pin. .$11.00 Key 
Lovely cluster design 1/20 12K Gold-filled. Colorful charmer. 1/20 12K G.F. 












No. 298 ..... $48.00 Dozen Key 


Smart chain and bar style, 1/20 
12K Gold-filled. One dozen on 
plush display pad. 


Ovder No. 254 “CYNTHIA” Bracelet. 1/20 12K Yellow Gold-filled. ...$11.50 Key 
He en: 


No. 281 7 ate 6" $10. 50 Key No. 281X 8 Stones, 74%” $11.50 Key 
“Muti” Bracelet for ladies or little girls. 1/20 12K Yellow or White Gold-filled. 





714 SANSOM ST., PHILADELPHIA 6, PA. ¢ WAlnut 2-2163 e WRITE FOR CATALOG! 





JEWELERS' CIRCULAR-KEYSTONE, SEPTEMBER 1958 105 








as 
wr 


Aassae ani a priced 
Profit’ for the 


Here’s the perfect, quick-turnover item for the jeweler’s 
fastest growing gift market. SYLVANIA pricing makes these 
beautiful Slimline radios an impulse purchase. 


Slimline styling ...for the 
first time in home-radio design 


Parts and service guaranteed for 90 days through your 
authorized SyLVANIA Dealer (see Sylvania warranty). 


Write: SYLVANIA HOME ELECTRONICS 
700 Ellicott Street, Batavia, New York 


Now’s the time to be a SYLVANIA Radio Dealer 


tMonufacturer’s suggested retail price. Prices slightly higher Far West and South. 
*Trademark clock manufacturer. 


















Jewelry Box Bargain 


PICTORIAL PAPER PACKAGE CORP. 


- 232 S. LAKE ST. AURORA, ILLINOIS 















Piease ship to us at once... 


1 t OG4 cOvTON FILLED JEWELRY BOXES 


REGULAR $61.70 VALUE, $49 75 
: SPECIALLY PRICED AT e 
Assorted sizes to include 

3 gross 2-15/16 x 1-15/16 x 7/8—No. 106 

1 gross 3-1/2 x 3-1/2 x 1-1/4—No. 80 

1 gross 5-1/4 x 3-3/4 x 1—No. ll 

1 gross 7-5/8 x 1-5/8 x 15/16 — BEAD 
Color Desired [] Silver White [] White Embossed 

['] Coppertone [] Ivory Enamel 
















We understand these boxes are regularly 
priced at $61.70 in your catalog, affording NE BAA Coie. xk e Uae a de ban pal whi Gwe beb% o6edeenens Las eeeus 
us a saving of $11.95 on this Special Offer. 


7. 7, of the PRUNE CC a ergs | «ub 0 ko CUR We bak chads oe Deu e bbs hbebcdonsvecctban 
Purchase icukius sou ie 0'8.¢e6s ¢egbesb ees LESS Se ae Re NBR 


(TEAR OUT AND MAIL) 
See ae Ee ee eS eee eee eee ee 


4: O-R. 


the Package ( 


ts Pant 
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THE CLOCK MARKET (concluded) 


the advantage of being both esthetic and functional. This 
greater interest in wall clocks, naturally, has stimulated 
some: exciting new designs and technical improvements aimed 
toward making this the truly ideal accessory. 

The culmination of this trend—and one which holds 
special promise for the jewelry store proprietor—is the 
introduction by Syroco, Inc., of the seven-jewel battery- 
operated clocks. Powered by single flashlight batteries that 
last from 12 to 15 months without replacement, these new 
Syroco clocks offer all the convenience of an electric move- 
ment along with a new freedom to decorate, since no cord 
or electric outlet is necessary. The perfection of a cordless 
electric clock has also given Syroco’s designer, Harry Laylon, 
greater leeway in creating unusual effects in correlated 
groups of wall accessories. An adequate selection of designs 
and proper display is important to merchandising clocks 
in the jewelry store. Syroco offers a comprehensive line of 
styles and price categories with battery, jeweled, eight-day 
and electric movements. Designs cover a wide range, from 
the most formal traditional styles to modern and contem- 
porary motifs with elegant simplicity as the keynote. The 
company offers a program of counter and wall displays and 
a complete program of merchandising aids—including ad- 
vertising suggestions. advertising mats, and other dealer 
helps. 

Syroco clocks will be advertised this season in leading 
consumer publications, including Better Homes & Gardens, 
House & Garden, and Living for Young Homemakers. The 
entire line of Syroco Clocks is offered at prices which permit 


a full mark-up for the retailer. 


PAINTINGS (continued from page 84) 


their original form is an interesting foil for the 
collection of cut and polished examples in which 
he actually deals. Recently, with the semi-pro- 
fessionals encroaching more and more on the 
traditional jewelry trade, we have seen some 
pieces that actually incorporate natural crystals. 
This vogue, with that for tumbled stones whose 
final outlines are wholly accidental, appeals to 
buyers who have become sated with the forced 
artificiality of the traditional brilliant and emer- 
ald cuts. 

Mrs. Clarke has never shown her pictures in 
the East, but has some reputation in western art 
circles. She started studying art at the age of 12, 
attended the Chicago Academy of Fine Arts, 
worked at the Chicago Art Institute and the 
American Academy of Art. She was prepared to 
like minerals because of her ancestral background. 
Her grandfather was a geologist who for a time 
was an assistant to Dr. Louis Agassiz. 

Mrs. Clarke’s earlier work shows none of her 
grandfather’s influence, and her current interest 
in crystals came to the fore when she was em- 
ployed with maps_and charts by the U. S. Air 
Force during the war. While working at the Cali- 
fornia Institute of Technology, she saw the min- 
(please turn to page 111) 






























-luergens Andersen 0 


55 EAST WASHINGTON STREET, CHICAGO 2, ILLINOIS 
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Never again need you 

lose a sale because you lack 
just the perfect piece for your 
customer. For in the Juergens 
& Andersen Dealer Gift 

Book your customer can 
choose from over a million 
dollars worth of precious gem 
jewelry stock. It’s just as if 
you had it in your vault—at no 
cost! Write for your free copy 
today—and remember— 

Since 1854 J&A has meant 
the finest! 





ORIGINATORS 
AND SOLE 


DISTRIBUTORS 
OF THE 


(dd-o-heatt 
NECKLACE — 
GENUINE 


ORIENTAL 
PEARLS 
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Now! Priced to sell 


Phil (Bilko) 
Silvers says: 


Eyes right . . . to the demonstration 
that will be seen by millions on TV 
—and by millions more in news- 
papers and leading magazines — pre- 
selling your customers on the new 
Schick Butane Lighter! 


4 Sgt. Bilko, 


Pr star of Schick’s 
CBS-TV comedy hit, 
ao “The Phil Silvers Show!” 
* 


® A new kind of lighter with 
sensational appeal! 


Brand-new models priced for volume sales! The most 
sensational lighter value is here—the new Schick Butane 
Lighter now priced as low as $8.95. In addition to new 
low prices, there are brand-new models with a wide 


choice of styles—all gift packaged. 


The Schick Butane Lighter will be the sensation of the 
gift-buying season, and, at new low prices, will appeal 
to millions of additional customers. 


Shaded Barley 
Yesign $8.95 





108 






LIGHTS FOR MONTHS WITHOUT A REFILL! 
The Schick Butane lighter is a completely 
new idea in lighters. New type fuel in com- 
pact throw-away fuel tank gives thousands 
of lights. Only Schick has it. Simple 3-part 
construction gives trouble-free service for 
years. 


® Dramatic national print 
and television advertising ! 


The exclusive features of the new Schick Butane 
Lighter will be shown on Schick’s new award-winning 
TV comedy program, “The Phil Silvers Show,” starting 
September 19th! 

PLUS ads in LIFE and ESQUIRE—PLUS Sunday Sup- 
plement ads in the top U.S. markets! This advertising 
will pre-sell your customers starting right now and run- 
ning through to Christmas! 


Riviera Basket Weave 


Engraved Design $9.95 
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as low as $895 
| BUTANE LIGHTER 





IT’S THE MOST REVOLUTIONARY 
LIGHTER EVER! To refuel you just 
throw away the used tank and slide a new 
compact butane fuel tank into the case. No 
more messy lighter fluids, no cotton, no wick, 
no screws and no odor. Flame is adjustable 
to any height for cigarettes, pipes or cigars. 


IT’S THE SIMPLEST LIGHTER, TOO! Just 
slide the head back on, and it’s all set to light 
for months without refueling. It’s the smart- 
est gift to give or get! There's never been a 
lighter like the new Schick . . . from the mak- 
ers of the famous Schick Electric Shavers. 


® Two terrific deals —limited time only! 


Free displays— 
plus fully paid local advertising. 












Order at once! With an assortment of just six 
Schick Lighters you get FREE Display at right 
with extra FREE demonstrator lighter attached. 
Or with just three-lighter assortment, you get 
pilfer-proof Display Card at left. Your Schick 
Distributor has all the details of both Display 
Deals plus fully paid local advertising for you. 








©1968, Schick incorporated; Lancaster, Pa. 


Malibu Chrome Blue Enamel Saratoga en le lligator Nassau—Gold plated and whit 


Engraved Design $10.95 -overing 14.95 lacquer (small $19.95 
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: . 
SHOPS 
WITH A 

TRAINED 


LYE 










* 
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e's one of the 8,500,000 


nder 


of merchandise you stock 
she collects brand names 
like fraternity pin 

she recognize: 
wherever she goes 
certain she recognize 
your brand in the one 
magazine that turns m 
lions of teen-age girls 
into life-long customers 


CLOSING DATES: NOVEMBER—B & W, 9/10; DECEMBERS 0. NO PLATES REQUIRED! 
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PAINTINGS (concluded from page 107) 


erals there, and her artistic eye perceived their 
possibilities. 

Not content with her earlier techniques, she 
experimented with translucent colors and under- 
coats in an attempt to impart some of the trans- 
parency that makes crystals so appealing. 

It is somewhat difficult to classify Katherine 
Clarke as to schools, and jewelers are supposed 
to belong to the “I don’t know . . . I know what I 
like” group anyway. To the old time portraitists 
and landscape artists she is probably grouped 
with the modern impressionists, half-trained and 
wild-eyed; though in the flesh one can see she is 
not of that race. To the impressionists, she is 
probably a moss-back conservative, especially if 
they have ever seen any of the minerals which 
supply her inspiration. 

In either case, the jeweler will find her paint- 
ings decorative and interesting. He could do much 
worse than hang one in his window or in his store, 
as an indication of his originality in display 
and his good taste. Expressed in inspirational 
terms, it might also help to awaken in some of his 
customers some of the wonder they should feel 
if they really love gems. It is a difficult thing to 
put into words. Mrs. Clarke does it with her 
brush as no one else has, ever! Ease 








BE FIRST IN YOUR AREA 
_WTH THIS RADIO GEM! 


; Minute -Man 
World’s Smallest 


TRANSISTOR 
AI 


No larger than a pack of 
cigarettes Only 
34, x y Q a. 4 2 
i 
GIFT BOXED WITH & 
BATTERY AND 
EARPHONE 


~~ 


Clear tone! Excellent volume! '*” 
Guaranteed Performance 


SALESMEN WANTED 


Valuable territories available for top- 


Competitively priced notch salesmen with entre to large 


? accounts. Protected territory. Liberal 
aS commission. State present lines carried 
and submit references when applying. 


This is a BIG DEAL for BIG SALESMEN. 


Intercontinental Industries, Inc. 


Wire. phone or write 
for details 


555 W. ADAMS STF 
CHICAGO 6, ILL 


‘‘Jade Sales Increased Tremendously”’ 


“Your Display is Terrific 


It creates easy sales, at a good 
profit. It brings in new cus- 
tomers daily. It is building 
our business on beautiful Art- 
craft jade jewelry at an aston- 
ishing rate. We are highly 


leased.” 
F Cordially, H. C. Reid 


Yes, the exquisite Artcraft dis- 
play piece you see here pro- 
vides just the right setting for 
oriental jade. Hundreds of fine 
stores, like H. Reids’ tell us it's 
the greatest sales-maker they've 
ever had. 

Find out now how Artcraft, the 
House of Jade, can make your 
jade section a top year round 
profit producer in your store. 
Send now for Artcraft’s 4 point 
self-sales franchised program. 


ARTCRAFT JEWELRY CO. 


] West 47th St., New York 3 
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says Herbert Reid 


Henry C. Reid & Son 
Bridgeport, Conn. 


JADE 











would a well-dressed 
man wear? ... 


-_ 
= 









Which 


WH . [; 7 would’a “well-dressed” 
product wear? ... 


A neat, legible, ... OF a not-so-neat 
printed label? hand-written label? 










Take a good look at your hand-written price tickets. (See 
them as your customers do!) Then—send the coupon below 
for information about neat, smart-looking MONARCH 
Price-Marking . . . the kind you can be proud of! Better 
appearance aids sales—more profit to you. Legibility avoids 
selling at the wrong price! Your store name appears on 
every ticket. 

The Monarch Junior price-marking machine (one of many 
models) is ideal for small store operation, for auxiliary 
marking in large stores, or for specialized departments. 


































~ STORE NAME YA 995 185 
R Nin 89? Voss 57 FP 81.98 
STORE NAME | 759 Ae 55¢ 
16 a 
B5 2 
50¢ 596 Monarch Junior 
Eee eer price-marking machine 








The MONARCH Marking System Company 
216 S. Torrence Street, Dayton 3, Ohio 





Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 


STORE NAME 





ADDRESS 





POST OFFICE ZONE STATE 











JCK 958 
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They're New . . . 


i. 
Ss 





~~ 
=< 


“Diamond Lady” has 69 16-faceted rhine- 
stones held by “Lock-Set” process and guar- 
anteed against loss. Features “push-pin ac- 
tion” sizing. $10.95 F.T.I. $9.80 Keystone. 
By Jacoby-Bender, Inc., Woodside, N. Y. 


OM te me nl mle oma 





“Dulcie” is the smallest watch made by 
Hamilton. Features 14K gold numerals and 
markers and yellow or white 10K gold filled 
case. Shock-resistant, anti-magnetic, 22 jewels. 
With cord attachment, $79.50. With adjust- 
able expansion bracelet, $85 F.T.I. 









ME w20 
A swirl of baguettes on platinum contoured 
for the ear. Retailing for about $3,500. From 


Raymond Abrahams, 551 Fifth Ave., New 
York. 





“Dawn Star,” new sterling silver pattern, is 
being offered as a holiday “special” in a 21- 
piece starter set (four four-piece place set- 
tings, five major serving pieces, tarnish-proof 
drawer liner) at $99.95 retail (regular $125). 
From Wallace Silversmiths, Wallingford, Conn. 
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ELGIN AMERICAN 


q Had Shaler, 


vy 


ao 


~ >= 
SD, 








LAIS SEAR STANDS--FOR 


protected lines e protected sales. protected profits 
Only the Elgin American 


Seuek, 4 weeALER PROGRAM 


through carefully controlled distribution 
of our extensive line of gift products 
can give you these Iniportant extra benefits! 
e free counter and window display 
@ special advertising allowances 
better service of your needs 


For information on how to qualify as a Select Dealer see.your 
Elgin American representative or write to our Sales Department. 


ELGIN AMERICAN 


elgin, i linois, inc. 
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Sheff 


Presents 
WATCHES FOR 
EVERY OCCASION 


1. CUFF TIMER, Square cuff link set with 2. WALLET WATCH, set in a sleek duo- 
timepiece, other link suitable for en- fold wallet of genuine alligator (watch 
graving Gold plated. 12.95 pius tax can also be used on a belt or as a con- 

ventional wrist watch.) 44.95 pws tex 


3. LIGHTER WATCH, in attractive, fluted 4. AUTOMATIC ‘*SELF-WIND'’, perfect self - 
case of non-tarnishable gold or silver winding with simple arm movement, non- 


tone. 15.95 pius tax tarnishable gold tone, leather-backed 
genuine alligator band. 16.95 pius tex 


5. RIVIERA, beautifully styled, petal- 6. 8-DAY TRAVEL CLOCK, leather case, 
shaped watch a-gleam with flower-bright bell alarm, radium dial. Smooth leather 
colors on watch and band. 10.95 pius tax case closeslike compact. 9.95 pius tax 


Not shown, 1-day travel clock with alarm 


(All prices are retail.) —leather case. 9.95 pius tex 


You'll find all the features of a fast turnover line in the 
marvelous collection of Sheffield timepieces. Beautifully de- 
signed, magnificently crafted, there is a style exactly right 
for every occasion, every taste, every individual. Shown here 


is @ sampling from our magnificent line. For further information, 
write to: 


SHEFFIELD WATCH CO. 
663 Fifth Avenue, New York 22, N. Y. 


Since 


RING OF THE MONTH 


lay and join the 
ylready profiting 


‘ ’ 
seller, 


Goidstein-@Gerson on © a Lal om 


a a A 


os aan 4 
, - ~ 
C7. YT itd log Vibhllied 


WEST 46th ST. © NEW YORK 36. N. Y 








NEW DISCOVERY; 
Pain Soibe4 


PLASTIC 

IN ALL COLORS 

agp 
ee imumadiil 


Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 


only ae 
Sit 1 CROWS tags 
‘ JAS u os 
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Yours to Profit By 





Add your name to 
the list of major 
jewelry manufac- 
turers who specify 
‘Linde’ Stars, the 
, ‘nest synthetic gems 
Twin bands of white and yellow : 
14K gold scanved with a circlet in the world. 
of fiashing ‘Linde’ Star 
Rubies or Sapphires . 
with and without a shower 
of tiny diamonds NEW YORK CITY 
j . ced, Alsan Mfg. Co. 
Both vem a mess Beckerman & Lerner 
J. R. Wood & Sons, Belenky Bros., Ine. 
Inc., New York Bickson, Ine. 
> ~y— Co. 
‘ . | onet Jewelers 
Portable typewriter weighs 8 pounds, 8 | Davidson & Sons Jiry. 


ounces. Comes in five colors: green, sand, E. "s. “Feinstein & Ce. 
Fiyer Brothers 


gray, white and red. With plastic traveling | Harry & Bem Frackman, 
case, $94.50 plus tax. From Cole Steel Equip- | ne. 


ment Co., 415 Madison Ave., New York. Goldstein-Gerson Co. 
Green & Co., Jirs., ine. 
Benjamin & Edward j. 
Gross Co., Ine. 
Harry Guise, Ine 
H. Hamburger Ce., Ine. 
irvring Co. 
S. jJotiofsky & Sons, Ine. 
Kaha & Ca. 
Morris Kaplan and Sers 
Charlies Keppe! Ring Co. 
K. S. K. Jiry. Ce... Ine. 
Mercury Rine Corp. 
ee Perkel & Co.. 

Aaron Perkis 


none but |i@eeam 


. Co., Ine. 


4 } Untermeyer, Robbins & 
Co.. Ine. 
Wax & Skolmik, Ine. 
J. R. Weed & Sons, Ine. 
BUFFALO, WN. Y. 
The Bock-Lewis Ce 
M.A. Reich and Co 


For yacht timing, Gallet chronograph has CHICAGO, ILL. 
— . , Ed. Cain & Co., Ine 
i-jeweled lever movement, five minute sec- Hirsch and Oppenheimer 
tions each in a different color for quick read- pune cole 
ing. Imported by Jules Racine and Co., Inc., 


20 W. 47th St., New York. 


INDIANAPOLIS, IND. 
Geodman and Company 


MIAMI, FLORIDA 
Lowis Lang & Co 


MINNEAPOLIS, MINN 


Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO 
Kinsley & Som, Ine. 


OHIO 

Fratianne Mfg. Co 

|. B. Goodman Mfg. Ce., 
ine. 

Swirsky Bros., ine. 

The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Haha Co. 








PROVIDENCE, R. I. 
Delan & Bulloek Ce., ine 


NEW JERSEY 


Acme Ring Mfg. Co., 
y urch & Company 
. & F. Felger, 
label Ring Mfg. Co.. Ine. 
Jones & Woodland Oo., 


Anson’s new “contour” design in cuff links Aaa se” er ey Ine 
. ; . YOu! quiries are invite Larter & Sons, Ine. 
and tie clip has a wavy front, flat back. Links 
are satin finished and engraved with a cul- 
tured pearl mounted in center. Set 94A6 is Ot tad ee AAI OIL wor OWE OisTRiBUTORS 
12K gold filled, retails for $20 plus tax. From Sea ae eae ae COLUMBUS 52656 
your distributor. *Linde is a registered trademark of Union Carbide Corp.—s synthetic gem 
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the watch designed in Paris for the discriminating 


$100.00 to $700.00 retail 
ASSOCIATED WITH 


HOUR-LAVIGNE CLOCKS 


WRITE FOR CATALOG 
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AMERICAN 


610 FIFTH AVENUE 


Tel. Circle 6-0088-9 


CORPORATION 
New York 20, N. Y. 


| Creator of SPORTS ILLUSTRATED 








Have you heard about our 


lfy “, 
Sif, 
Yj, Mf, 
4 A Vij VA 
Zi 
YY 


_ Every year Arlen’s new, distinctive 


creations in trophies and practical 


_ awards are overwhelmingly received. 
| BUT our 1958 IN-LAID WOOD 
TROPHY DESIGNS have topped any- 
_thing our designers have ever con- 
_ ceived. And there is only one reason: 


5838C-A/2 2442” $30 
5838C-B/2 26” $30.75 
5838C-C/2 27%2” $31.50 


Creative style leadership, combined 

with production ingenuity makes the 

Arlen line the greatest selection of 

| trophies. And we deliver the greatest 

_ values ever, to your customers and with 
generous profits to you. 


Write or wire for sample 
1958 Color Spectacular 
Catalog, Prices and 
Dealer Imprint Plan. 


ARLEN TROPHY CO., INC. 


50 Gold Street, Brooklyn 1, N. Y. 
WORLD'S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport “‘Oscar” to a Championship Trophy 


“Pat On The Back” Trophy. 











NEW ¢ DIFFERENT * REVOLUTIONARY 


MASONIC 
BIRTHSTONES 


r eb teh) 
C= ae 


qouman 
AMARINE 


a a oo = 


. aap “Gl By 87 
Er 


PUTA LLL ULLAL EL LLL LLL LLL 


WUULULASUUNS LUNA 


| 
' 


P 


MASONIC BIRTHSTONE RINGS 


The greatest innovation in ring history! Be the first in 
your area to display these 


DOUBLE-PURPOSE RINGS 


You've never seen rings sell as fast as these. They 
offer the customer not only his Masonic Emblem but 
his Birthstone as well. 


DOUBLE YOUR SALES—DOUBLE YOUR MONEY 


Write for special Introductory Price 
Terms to suit 


INTERNATIONAL RING COMPANY 


Lafayette Bidg. © Buffalo 3, N. Y. 


Desirable territories open for salesmen. 


Cn 


dl 


WANN LUULSAUUNLLLAAUNUUU LGU 
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Yours to Profit By 


Scandinavian wall clock created by archi- 
tect-designer George Nelson has flat spokes 
of grained birch or walnut radiating from a 
central brass dise. In electric or 8-day wind, 
about $25 retail. Howard Miller Clock Co., 
Zeeland, Mich. 


British-made watch strap has no buckle or 
spike, no metal extrusion. Patented device 
circles wrist with leather (pigskin, morocco 
or goatskin). $2 retail. Made by L. A. Weight- 
man & Co., Ltd. and sold through W. Alexie 
Ciesielski, 605 Mira Vista Ave., Oakland, 


Ladies’ watch features Oriental pearls 
mounted in marquise-shaped palladium case. 
Fexible attachment in white metal with fili- 
gree pattern. From Lucien Piccard Watch 
Corp., 37 W. 47th St., New York. 
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TONE TAPERED 
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Ya (0 


Here is the perfect wedding of whitest, white 
gold with rich natural yellow gold . . . crafted to 
NORDT's exceptionally high quality . . © in new 


tapered designs exclusively yours. 


Engraving and finishing achieve rare beauty 


on NORDT's ductile seamless wedding bands . . . 
and best of all, NORDT works with you on price 


and service to make your profit high. 


Call on NORDT for the greatest variety of 


traditional, azured, two-tone and tapered seamless 
ring blanks in all colors, sizes and guaranteed 


karat quality. 


sone NORD T bagau 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 

Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 























*/ entirety aw Lowest priceo 
ALL-TRANSISTOR RADIO EVER OFFERED 


WITH TRUE-TONE DYNAMIC SPEAKER 


» Nationally Advertised 
\ ALL-TRANSISTOR 
SHIRT POCKET 
RADIO 


WITH GENUINE PIGSKIN 
LEATHER CARRYING CASE 
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SURE SELL 
PROMOTION 
FEATURE 


i 


ACTUALLY SMALL AS A © 


PACK OF CIGARETTES 


@ Self-Contained Loud Speaker 
@ Magnetic Earphone Available 
@ Magnificent Tone 


@ Private Wire Plug-In Receptical 
®@ Beautifully Styled 


@ Inexpensive, Long-Lasting Batteries 
@ Sensational Value 


TRAFFIC-COMPELLING AD MAT 
AVAILABLE FREE WITH ORDER 


SHRIRO, INC. 


276 Fourth Avenue, New York, N. Y. 
“The HOUSE of PROMOTIONAL HITS” 





A rare chance in the heart of 


BOSTON’S $1,500,000,000 Retail District 
SPACE for RENT 


WASHINGTON- 
JEWELERS 
BUILDINGS 


373-387 Washington St. 


¢ p 
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4 Mit ¢ 
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These world-famous build- 
ings are in the center of 
Boston’s busiest retail area. 


47 
1 

The Washington and Jew- var 

f 
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elers Buildings today serve MN Pee 

as New England headquar- \|'')) N by, ; | 
ters for leading national 4 A a ie 
jewelers and others. Rarely ':' be | 


nn 
t+ “a 
i 
| ad 
; . : 1! [ee goo 
is space available in these |\! % Cs— 
buildings. The entire 8th |'—se“*}ry: (ht! 
. OT ed 
floor is available now, also. | lexadier Pees | 
various space 


units of; 
smaller size. 


For details 
write or telephone: 


MINOT, DeEBLOIS & MADDISON 


Vanaging Agents 


2914 Washington St... Boston 8, Mass. Liberty 2-5910 


A Supreme Expression of 
Prestige and Quality 


There's no finer box for your products! 
The Silver and White combination 
enhances every gift and adds to your 
store identification. Remember ... 
Lindley offers a complete package line— 
every size for every need! 


BUY EARLY—BUY RIGHT— 
BUY LINDLEY Silver Supreme 
for the coming Holiday Season. 


“OVER HALF A CENTURY 
OF UNSURPASSED 
QUALITY AND SERVICE.”’ 


} 


P 
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BOX and PAPER, 


1748 W. 2nd St., Marion, Indiana 


Division Federal Paper Board Company, Inc. 
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They're New... 


Lady Schick “Futura” has shaving head 
with separate shaving edges, one side for 
legs, the other for underarms. With cush- 
ioned motor, start-stop switch and carrying 
case, $17.50 retail. Through distributors for 
Schick, Inc., Lancaster, Pa. 


Water-proof electric watch by Hamilton, 
“Sea-Lectric I,” has disappearing end pieces 
which create the illusion that watch is sus- 
pended from strap. Shock-resistant, anti- 
magnetic, 10K gold filled case. With brown 
Aztec calf strap, $100 F.T.I. With adjustable 
bracelet, $110. 


Matching set in classic design includes 7- 
jeweled, battery-powered clock. Retail prices: 
$35 for the clock, $10 for the female figure 
and $20 for the set of four square floral 
plaques. From Syroco division of Syracuse 
Ornamental Co., Inc., Syracuse, N. Y. 
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Original, Brand-New Styling 
Keyed for Volume Sales 


OLE a 


COSMOPOLITAN’ 


Scandinavian Modern Design 


PEN IFTIME STAINLESS 


STEEL FLATWARE 


EXTRA HEAVY WEIGHT 


Made to Make 
Money and Build 
Traffic For You 
AVAILABLE IN 50 pe. SETS 
SERVICE FOR 
8 ONLY 
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SHRIRO 
SURE SELL 
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A HARMONIZING 


hse 
Ai 4 PC. HOSTESS SET 


TRAFFIC-COMPELLING AD MAT AVAILABLE WITH ORDER 


SHRIRO, INC. 


276 Fourth Avenue, New York, N. Y. 
“The HOUSE of PROMOTIONAL HITS” 


% Pat. pending. 
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Be firs! Li 
your class 


with an Orienta 
Cultured 
“Pearl of Wisdom” 


A 200 10.00 up =: « A:s«o209..... 15.00 up 
A 204 


~ ne 


“Hood ’n’ Comb” hair dryer can be used 
two ways: with the drying hood or with spe- 
cial attached comb. Without attachments can 
Selection of cultured pearl pendants will be be used for drying nail polish, lingerie, pets. 
sent to rated firm upon request. $19.95 retail. Ronson Corp., 31 Fulton St., 
Newark, N. J. 


(Keystone) 


Mat of above and display tray will be fur- 
nished free of charge with purchase of 12 
pendants. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 








Heavy gauge aluminum ice bucket has five- 
quart capacity, fibre glass insulation, polished 
top and a handle cover. $10 retail. From Ray 
Control Co., 244 Fifth Ave., New York. 


These charms, included in n the heen 
line of Fisher will make 

the inet style changes. Fisher . 

: quality builds loyal Contomers. 2 

Twelve of the most interesting reba mo gi ie Carving aid in Georgian period design is 
14K gold charms artfully shown oe chrome plated with polished steel tines and 
Rovsteis isin carggel se pe | iE M. FISHER co. 9% in. long. Individually boxed, it retails 
each. Attleboro, Mass. — for $3.50. From Gerity Gifts, 250 W. Broad- 


way, New York. 
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Yours to Profit By 


Gruen Veri-Thin Executive has _ 17-jewel 
movement, diamond-turned case, Durcilan un- 
breakable mainspring. Anti-magnetic. Re- 
tails for $59.50. From your wholesaler. 


Square automatic fry pan is made by a 
new process of joining aluminum to stainless 
steel. Immersible 11-in. pan (model 8C1) re- 
tails for $21.95; all-aluminum pan (model 
8D1) for $14.95. Automatic heat contro! unit 
is extra at $7.50. From Toastmaster division, 
McGraw-Edison Co., Elgin, Il. 


Remington Quiet-riter Eleven portable has 
an 1l-in. carriage, standard on full-size office 
typewriters. Also identical with office type- 
writers in key top size, between-key space 
and slope. From Remington Rand division of 
Sperry Rand Corp., 315 Fourth Ave., New 
York. 
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whose customers appreciate 
QUALITY 
ORIGINALITY 
and GOOD TASTE in 


Precious Gem Jewelry 


Inquiries Invited 
50 YEARS 
or Ro cr Ca; ‘ Five 


ASSOCIATED ‘WITH PREFORMED PARTS, INC 


FACTORY AND OFFICE N Y. SALES OFFICE 
520 Bedford Road 515 Madison Ave 


Pleasantville. N. Y rk 22.N. Y 


The World's Most 
Complete Selection 
of Technical and 


Sports Timers 


( THROUGH YOUR WHOLESALER 
Write for the Lotest 


RACINE CATALOG 


JULES RACINE & COMPANY, Q\ sone 
pecialists in Fine Timers — Since 189 tS Vy, 
GALLET CHRONOGRAPHS 


W £ , 47s} STREET NEW YOO. 








JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


S Complete Manufacturing 


and Repair Facilities 


Quality Workmanship 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
Jobbers for 
Gemex « Duchess 
LeStage + CeeTee 
Deltah + Sea Gem 
Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2; Ohio 














They're New... They're 


A sterling silver tombstone? No, a stymie 
marker to spot the place of that “in-the-way- 
of-a-clear-shot” golf ball. Suggested retail, 
$2.20. $2 Keystone. From Leonore Doskow, 
Inc., Montrose, N. Y. 


Thirty-one day Ancient Carriage alarm 
clock (No. 1045) is made in France and has 
a hand made brass case, 3% in. x 5% in. 
$275 retail. Exclusive distributors: Ameri- 
can LIP Corp., 610 Fifth Ave., New York. 


“Duette” jeweled compact has inner door 
and matched lipstick case. Protected by black 
faille casette and decorated with cultured 
pearl and aurora borealis ornaments. From 
Zell Products Corp., 276-280 Main St., Nor- 
walk, Conn. 
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Yours to Profit By 





Combination snake-link “ident” from broad- 
ened line of men’s jdentification bracelets. 
Numbers in sterling retail from $7.95; some 
come in 1/20th 12K gold filled. From Forst- 
ner, Inc., Irvington, N. J. 





Silverplated chafing dish from Oneida Com- 
munity Ltd. has fitted cover and alcohol 
burner. About $35 retail. Twelve-inch pro- 
tective tray, $7.50. 





If you happen to be going under water 
during your next vacation, the “Sherpa Diver 
600” will tell how long you’ve stayed. De- 
signed for skin divers, it has a luminous turn- 
ing bezel and is pre-tested at 600-feet-below- 
sea-level pressures. $99.50 F.T.I. Enicar 
Watch Corp., 681 Fifth Ave., New York. 
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DIAMONDS 


by 





Direct importers 
and cutters of Diamonds 
in all qualities 


and sizes. 
Specialists in melee 


o 


MAX: BIRNBACH 
IMPORTERS AND CUTTERS OF DIAMONDS 


580 Fifth Avenue New York 36, N. Y. 
PLaza 7-6850 : 


Israel offices: 6 Achuzatbait, TEL AVIV, ISRAEL 














Be individual... s% 


Choose from 








attractive 
patterns 
ano finishes 


..,at no extra cost 


Widest selection in folding gift- 

ware boxes...over 100 sizes. 

@ Expansion style means you 
stock fewer sizes. 

@ Free imprinting of your store 
name or insignia. 

@ 10% plus 5% discounts— 
freight allowances. 

e Write for FREE catalog... 
ask about special colors, too. 


SUITE 1229K 225 FIFTH AVE., N. Y. 10, N. Y. 
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* for those with 
¢ a taste for 


A bold new merchandising concept in 
watch expansion bands — engineered 
by Apex Quadra-Flex. 

In 14K Gold Top and Back to satisfy 
those discriminating customers with 


a taste for luxury. 


"APEX ACCESSORIES CO. INC. 
| GREENWICH, CONN. 





. Gentlemen: 
f Please send me the following bands in 14K Top and Back. ; 
’ . 











, Style Quantity S; RIL Available Y & W ; 
‘ 1313 %- OD %<¢ 0 
: 11/16c [) %1O) I 
, 1413 ¥, tube only 




















Also send catalog showing complete line [] 
1 Company Neme RPT Pe ne BOERNE nw IA 
1 Order By__ 


‘ Address 


, City State 




























AKE MORE MONEY ON 
"~ STOPWATCHES 


Sold Direct to Jewelers 


Write for booklet — tells the 

“inside story” of stopwotches 

iiustrates spare parts compar! ment 
Shows what to look for in 

a timer. Compiete, thorough, interesting. 
Must reading for users of stopwotches. 









Brand new Clebor cotalog . _ . 
illustrates and describes more 

than a score of stopwatches ond 
chronographs for every timing purpose. 
Write for your copy today ! 


7 
. P wv 
—# 
™ - 
. : 2 
«ft S 
—— 


_... 


Stopwatch of Split-Second Accuracy 
— a ae a ae as a on 


Kush Full information, catalog, wholesale price list t 
and illustrated booklet. 


CLEBAR WATCH AGENCY-15 W. 44th St., N.Y. 36 Hy 








Name t 





City State i 
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They're New... 


(More They’re New Starts on page 32) 





New alarm has “magnifying crystal,’ white 
luminous dial with raised figures and wedges. 
In gold, red or blue, the “Gloria” (1464) mea- 
sures 2% in. x 8 in. and retails for $7.95. 
From Rensie Watch Co., 302 Fifth Ave., New 
York. 





Kight millimeter cultured pearl and dia- 
mond on a 14K white or yellow gold chain. 
In hand-crafted Italian box, about $25 (ret.). 
From Z. I. Levkov, 565 Fifth Ave., New York. 





Cordless electric in solid walnut converts 
to wall clock by removing feet. “Vista” has 
7-jeweled movement, runs 12-15 months on a 
flashlight battery. $65 plus tax. From Seth 
Thomas, Thomaston, Conn. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1958 











#1160 bow! about 
$13.50 retail 
#1195 candle sticks about 


AT FULL Yj ss 


The widest selection of patterns and pieces in the 
finest quality Sterling on Crystal is available only 
from Silver City. And there’s full profit for you 
in every item, from $3.50 to $22.50. Write today 
for new catalog of modern and traditional beauty. 





KOAY, 
Movling 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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‘A large part of our sales 
are Stainless Steel,” 


says Ernest Holm, Partner 
J. Vic Brown & Sons, Fairbanks, Alaska 


United States Stee! Supp!y—Warehouse Distributors 


J. Vic Brown & Sons is regarded as the top jewelry store in 
Alaska. Mr. Ernest Holm says, “‘Considering the fact that 
we sell dinnerware, sterling, custom-made jewelry, jade, 
diamonds and other lines common to a jewelry store, our 
Stainless Steel flatware sales have attained a very substan- 
tial percentage of our total volume. 

“There are two big reasons for Stainless Steel’s tremen- 
dous popularity: beauty and durability. Just like any- 
where, folks up here want to be gracious and sensible. They 
buy Stainless because it wears better and doesn’t have to 
be pampered.” 

Stainless Steel flatware looks elegant all the time. Give 
it good display. Watch the sales go up. 


USS is a registered trademark 


United States Stee! Corporation—Pittsburgh 
American Steel & Wire—Cieve!and 
National Tube—Pittsburgh * 
Columbia-Geneva Stee|—San Francisco UJ n i t i 1 St at ie AS Ste p 
Tennassee Coal & |lron—Fairfield, Alabama 


United States Steel Export Company 





Lable-top 





Comet design in blue, sepia and gold fea- 
tures new “Stardust” pattern in English 
bone china; 5-pe. setting retails for $21.75. 
From Josiah Wedgwood & Sons, Inc., New 
York. 
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Canape server is part of new “Medallion” 
line of 22 gift items in aluminum with silver 
tone finish; items retail from $2 to $12 each. 
By the Mirro Aluminum Co., of Manitowoc, 
Wis. 





“Spindrift” pattern in English earthen- 
ware shows airy sea plants in white and 
color on blue background; 5-piece setting re- 
tails for $8.75. From Doulton & Co., Inc., 
New York.. 
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fashions 





Distinctively-shaped barrel box in crystal 
created in Sweden: has lid with hand-cut 
knob. It is 814” in height and may be re- 
tailed at $7. Sold by D. Stanley Corcoran, 
Inc., New York. 





Stylized design done in muted tones of sea 
green, apricot and gray is new “Airborne,” 
in Arzberg china; 5-pc. setting $10.95 retail. 
From H. E. Lauffer & Co., Inc. of New York. 





Cheviot spirit decanter in Webb lead 
crystal from England is hexagonal in shape, 
has tweedy cutting, bubble stopper. It re- 
tails at $32.50. From Fine China Associates, 
Inc., New York. 
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Make the most of this Exciting New Program- 
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Full-Color Advertising in fall and winter Full-Color Advertising in November 


Brides’ Magazine will establish a real market 


for Fostoria Melamine as wedding presents. 


Full-Color Advertising in October Ladies’ Home Journal » 
sparks special profit-pulling price-promotion. 


Your customers will see a coordinated 
program of color ads for Fostoria Mel- 
amine Dinnerware this fall. Kicked off 
by an exciting price-promotion in pre- 
packed sets ... with strong follow- 
through for fall weddings and for 
Christmas . . . all advertised in full, 


arresting color! 


This fall program will make your 


House and Garden will help you sell 
Fostoria Melamine for Christmas gifts. 





customers vividly aware that there is 
a break-resistant dinnerware that has 
style and quality, too. That there is a 
practical melamine nice enough to use 
with crystal and sterling! 

In addition, between September 15 
and October 31, for a limited time you 
can promote all patterns of Fostoria 


Melamine Dinnerware at special prices. 


SOLD ONLY IN FINE DINNERWARE DEPARTMENTS... 


126 


PROMOTION 


of Fostoria Break-Resistant Dinnerware 








Your Fostoria representative will have 


the complete program and details. 


So tie in with Fostoria’s fall national 
advertising. Stock up in time for 
the October promotion. Use your ad 
mats. Display Fostoria Melamine in 
your windows and on your tables. 
Suggest it to brides for your registry. 
Fostoria Glass Co., Moundsville, W. Va. 


| 


ostoria | 
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Table-top 





Spode covered dish in Gadroon shape—an 
old English silver design—is 10 in. size deco- 
rated with “Romney” pattern; retail, $26.50. 
From Copeland & Thompson, Inc. of New 
York. 





New is this fern-like design cut deeply in 
heavy Orrefors crystal from Sweden. Bowl, 
vase are part of short line of decorative 
items. Sold by Fisher, Bruce & Co. of Phila- 
delphia. 





, 


design in Franconia china 
from Bavaria shows tiny blossoms in soft 
colors on pure white, gold edge; 5-pc. setting 
$7.95 retail. From Herman C. Kupper, Inc., 
New York. 


“Fleurettes’ 
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fashions 





New “Celeste” pattern on coupe shape in 
English bone china has soft-toned abstract 
motif, platinum rim; 5-pe. setting, $21.75 re- 
tail. Worcester Royal Porcelain Co., New 
York. 





“Debut,” new in Franciscan Masterpiece 
china, is botanical print with green traceries 
framed in gold; 5-pc. setting $19.75 retail. 
By Gladding, McBean & Co., Los Angeles, 
Cal. 





Personalized bridal gifts are these metal 
items in antiqued white and gold with wed- 
ding invitations mounted on them, then lac- 
quered. Created by Jean Crowell Studio, 
Narberth, Pa. 
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The eye-catching ad on the opposite page will appear full color in the 


November 29th issue of the Saturday Evening Post. Get the most out of it 


by ordering and displaying the Taylor instruments featured. Taylor weather 


instruments sell quickly at a good profit and take little of your valuable 


display space. Why not put your order in today? Taylor Instrument 


Companies, Rochester 1, N. Y., and Toronto, Ontario. 





FULL COLOR AD IN 


POST 


A strong retail ad with a lively promo- 
tional flavor. It’s a natural for di-play 
merchandising in your store. Every item 
featured “belongs” in your store. Mil- 
lions of Post readers will see it— shop 
it, come see you and buy. 
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EXCELLENT PROFITS 
FROM SMALL SPACE 


Taylor instruments take little space to 
display and the profits are excellent. 
What’s more, markdowns and returns 
are almost unknown. This Christmas, 
stock, promote, and sell Taylor instru- 
ments. You’ll be glad you did. 






FREE 4-COLOR 
COUNTER CARD 


“Jolly”, the Taylor reindeer (convenient 
size with an easel back) tells your cus- 
tomers, “This is the place to buy unusual 
Christmas gifts’. Yours for the asking. 
Write Taylor Instrument Companies, 
Rochester, N. Y. 
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Unusual Chrismas 
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Pendant STORMOGUIDE* Barometer 
gives detailed weather forecasts. 
Tells temperature. Tells when 


last reset. Solid Ma- 
hogany and brass. .. $22.50 
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Navigator Compass points “Consul” Combination with STORMOGUIDE' The “Weatherhawk” provides a continuous 
the way on strange roads__ dial predicts weather, tells barometric record to show trend and magnitude of 
or foggy waters. Push- pressure, temperature and humidity. barometric changes, also rate of change— 


button lighting— Gray or brown plastic case. important in predicting severe 
NO WiTeS......+¢ $6.95 Perfect for home or office... $9 95 storms. Electrically operated... $49.50 
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Window Thermometer in rugged Maximum-Minimum Thermom- “Suburban” Indoor-Outdoor 
aqua green Tenitecase._ eter tells temperature high Thermometer shows outdoor 
Translucent back silhou- and low since last setting— and room temperature in- 


ettes tube and scale also present tem- doors, humidity 
for easy reading... $3.25 perature. ....+.. $12.95 too. Deluxe case. $10.95 


*Reg. U.S. Pat. Off. 


Tay lor L nslrumends MEAN ACCURACY FIRST 


At aq Department, Jewelry, Optical, Hardware, Drug and Sporting Goods stores. (Barometers for 3500-7000 ft. altitude cost a little more.) 
Prices slightly higher in Canada. Taylor Instrument Companies, Rochester and Toronto. 
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Many jewelers’ sales of china and glass 


will reach a new peak this Christmas. 


Perhaps your store, too, should look 


into table-top fashions. There’s still 


time to do so before the holidays. This 


article, ninth and last in a series, shows 


how to buy and stock these popular 


lines that add to prestige and profit 











* OWNERS OR MANAGERS of stores that stock china 
and glassware are likely to wince when the sub- 


ject of inventory control is mentioned. As a result, 
little or no attempt is made to keep a record of 
stock. And when a record of any kind is kept, it 
is usually cursory and superficial. However, if you 
approach the matter sensibly, and with modera- 
tion you'll find it’s not difficult to devise an effi- 
cient system of contro] that is easy to understand 
and maintain! 

The sale of china and glassware is in direct 
proportion to the amount of effort and display the 
retailer gives this merchandise. If it is aggres- 
sively promoted in conjunction with silverware it 
becomes an important factor and can account for 
4 per cent to 7 per cent of a store’s annual volume. 
Some stores in the $300,000 to $500,000 per year 
brackets have china sales that run as high as 10 
per cent—and glass sales that hit 3 per cent or 
even more—of total annual volume. 

A number of china manufacturers make recog- 
nized lines which are ideally adapted for sale in 
jewelry stores. Most of them are advertisers in 
JC-h. To start a china department from scratch 
it is advisable to select one high-quality line, one 
in the popular price category, and one or two in- 
between. Choose three or four patterns from each 
maker, one each of the traditional, contemporary 
and modern styles. Carry a minimum of nine 5- 
piece place settings of each. One setting is for 
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by William Scheibel 


WHAT’S 


WHAT IN 


INVENTORY 


display ; the other eight are for stock. Each setting 
includes a teacup and saucer, bread and butter 
plate, dinner plate and salad plate. 

In addition, stock one creamer, sugar bowl, open 
vegetable dish, gravy boat and medium size 
platter from each pattern. With such a stock, the 
average retailer can start customers in the pat- 
terns of their choice and, at the same time, not be 
over-burdened with an excessive stock. 


Every-day china is seldom stocked 


Not many jewelers feature so-called every-day 
china. They prefer to relinquish such business to 
department or furniture stores which are con- 
stantly running sales or promotions on this kind 
of merchandise. When jewelers do carry every-day 
china, they show only two or three patterns, which 
are stocked invariably in the 16-piece starter sets. 
Such sets include four each of the salad and dinner 
plates, teacups and saucers. 

Some retailers also buy a few 44-piece family 
sets designed to serve eight persons. These sets 
include eight each of the salad and dinner plates, 
teacups and saucers, soup or cereals; one creamer, 
one sugar bow! with cover, and one open vegetable 
dish. Extra items, such as gravy boat, platters, 
etc., can be obtained as needed. 

After a merchant has studied his sales as they 
are revealed by his inventory control book, he can 
add or eliminate lines or patterns. 
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It is important to have one or two tables on 
which to display china and glassware place set- 
tings. Naturally, silver flatware should be shown 
along with them. The tablecloth should be plain, 
preferably in a light or delicate tint. Linen table 
mats may be used to excellent advantage if care- 
fully selected. Their color should harmonize with 
some tint or tone predominant in the decor of the 
dishes. For example, if the china has a flower or 
ornament that incorporates brown, use a mat of 
a delicate brown hue. Color is of vital significance 
in selling; and its full importance in buying moti- 
vation is just beginning to be appreciated and 
understood. 

In this connection you’ll want to keep in mind 
this cardinal principle of display: Keep the back- 
ground quiet; not too busy. Don’t give your mer- 
chandise unnecessary competition at its point of 
sale. 


Price card goes with place setting 


China place settings are usually shown on glass 
shelves in much the same fashion as sterling 
hollowware. It is customary to have with each 
setting a card on which are shown name of pat- 
tern and maker, and price of each item together 
with price per setting. Many stores also show 
price for eight-place settings in the hope of en- 
couraging purchases of such units. This same card 
may also quote prices of the most frequently used 
extra pieces. It also should tell on which shelf, or 
in which bin, the back-up stock is kept. See illus- 
tration 27. 

Since these cards are sometimes interchanged 
or misplaced it is a good idea to affix adhiesive 
“Kum Kleen” label giving name of patiern, to 
the bottom of the teacup. To avoid errors in quot- 
ing prices, always check the name shown on the 
teacup label with that on the price card. 

In some stores this price card is backed up with 
a consumer folder supplied by the manufacturer 
on which may be illustrated the extra items in 
the pattern, with retail prices of each. The card 
and the folder are kept together in a transparent 
acetate envelope, placed behind the setting. 

A few stores affix a large round “Kum Kleen” 
adhesive label to the underside of the dinner plate. 
The label carries all of the information shown on 
the price card (illustration 27). This method 
eliminates the danger of misplacing the price and 
identification data; hence, assures correctness of 
prices quoted. A label of this kind can be typed up 
in a few minutes and will serve for as long as the 
pattern is kept on display. 


Inventory procedure simple 


The actual inventorying of china is quite simple. 
A separate page is devoted to each pattern and all 
items are listed as shown on page 265, illustration 
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28. The manufacturer’s stock number is shown 
together with cost in code, retail price per unit, 
maximum and minimum to be kept on hand and 
a running inventory record of each article. The 
last numerals in any horizontal row reveal amount 
of item on order and in stock. 

Suppose we read the record as it concerns 
dinner plates. Regent China Co. identifies this 
item, in its Pink Mist pattern, by stock number 
2056. Each plate costs $2.90 and using the code 
“Black Horse’”’ we get LSE for the record. The 
retail price is $5.30 per plate and we are to keep a 
maximum of 16 and a minimum of 8 in stock. 
(Price figures shown are for “example” only.) 

On March 8, 1956 we had 16 in stock and none 
on order. On March 27, we sold eight. This left 


(please turn page) 
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Illustration 27: A price card such as you see above is kept 
with each place setting of china. As a double check 
against error, the name of the pattern also is affixed to 
the bottom of a teacup with an adhesive label. 





PINK MIST 


PATTERN 


MAME OF ITEM cost 


DUNNER 
SALAD PLATES 
SSB PLATES 


TEA CUPS 


INVENTORYING CHINA AND GLASS (continued) 


eight in inventory. On April 9, we sold these eight 
and immediately re-ordered 16. On April 20, eight 
of these came in, leaving eight still on order. On 
May 1, the balance of eight arrived, bringing our 
stock up to the maximum of 16 with no more on 
order. 

Please note that items needed for individual use 
are usually ordered in multiples of eight. The ex- 
ception is teacups and saucers. Extra pieces of 
each of these are bought to accommodate people 
who want extras to cover possible breakage. In 
our particular case we have a maximum of 18 tea- 
cups and 18 saucers which allows for two extra 
of each. 

Where sets are bought—16 or 44-piece outfits— 
they can be inventoried piece-by-piece to simplify 
matters. Or, you can give the sets stock numbers 
and inventory each set as a complete unit. The 
extra items can be listed as above mentioned. 

Records kept in many establishments show that 


REGENT CHINA 


china sales, on the average, break down something 
like this, percentagewise: 


January 


September 
October 
November 
December 


As with silver, china averages very close to 1.5 
turnovers per year. In some establishments how- 
ever, it runs as high as ten turns per year; while 
in others it drops to approximately one turn. 


Glassware handled like china 


Glassware, or stemware as it is called in some 
localities, is handled very much like china. The 
retailer depends on three or four manufacturers 
for three or four of their best-selling patterns or 
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% Illustration 28: This comprehensive inventory 
sheet is simple—if you take time to keep your 
records up to date. A separate page is used 
for each pattern; last numerals in any hori- 
zontal row tell amount of item on order and 
amount in stock. By looking through your in- 
ventory control book, you can tell quickly 
which china lines are good sellers and which 


should be eliminated or held to a minimum. 


Illustration 29: The price card, similar to ine 


one for china, stays with each pattern of 
glassware on display. Items are listed in order 
of most frequent demand. The inventory con- 
trol page for glassware is exactly the same 


as that for china. 


“cuttings,” as some say. For best results, a top 
line should be selected, a medium popular-priced 
line and one or two others in-between. This will 
give a nice variety of patterns—from 9 to 12 or 
possibly as many as 16—and almost as many price 
brackets. Thus, the retailer should be able to 
satisfy almost any taste and pocketbook. 

To keep inventory at a minimum, it is advisable 
to order only nine settings of each pattern 
stocked. This provides one setting for display and 
the other eight for stock. The sales performances 
of these patterns, as revealed by the inventory 
control record, will quickly determine which can 
be eliminated, or kept at rock-bottom minimum, 
and which can be increased in depth. 

Glassware settings are usually displayed on 
shelves. In most stores only three items are shown 
in a setting display: goblet, footed champagne and 
claret. In some places the cocktail glass is substi- 
tuted for the claret. Establishments -which have 
plenty of space show all six items of the so-called 
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Royal Regent Crystal Glass 
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BACH | FOR S | Pen bor. 
Goblets a-2% | 1.00) 27.00 
Champagne | 2:25 | 1#.00)| 27.00 
Cocktail 2:10 | 1630) 25.20 
Claret/Parf 2.)0 16.30| 3.20 
Cordial 200! 1650} 2.00 
Ftd. Juicd) 4.6 13.00 | 27.00 
‘Gherbert 24K 1¥.00 21.00 
High Ball | 2.% | I9.00| 27.00 
Sauterne 2.10 16.90! 75.20 
Wine 2.10 1690} 25.20 
Iced Tea 2.2 17.00; 27.00 


























basic setting. Incidentally, they are the glasses in 
most frequent demand: goblet, champagne, cock- 
tail, claret, cordial and footed juice. Next in pop- 
ularity are the sherbert and high-ball glasses. In 
some localities the order of preference may vary 
slightly from the above. 

Each pattern displayed is identified by a card 
which shows names of pattern and maker and 
location of bin or shelf where stock is kept. This 
card also lists each item with price per unit, price 
per setting of eight, and price per dozen. See illus- 
tration 29. The card is placed in a transparent 
acetate envelope which keeps it clean and fresh 
looking. An adhesive “Kum Kleen” label] is some- 
times put on the underside of one glass of each 
pattern, as identification in case cards become mis- 
placed or interchanged. 


Inventory sheet same as for china 


The inventory control, duplicating the method 
followed with china, is easy to handle. The Inven- 


(please turn to page 146) 
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“Htude’’ 


Two superb and fully 
pre-tested stainless steel 
patterns from Reed & Barton’s 
design studio. 


“Seascape” 








Introducing New Stainless Steel 


with Reed & Barton Mstinction! 


F Seite 


32-piece Patio Set in an ebony-finished Lazy Susan for table-top storage and use, $49.95. 16-piece Starter Set in a Serve-N-Store tray, $24.95. 


Here’s what “Studio Stainless” offers you: 


*- Unique packaging that makes it ideal both for 
gifts and self-purchase. 


Outstanding Stainless Steel patterns from the 
Reed & Barton design studios. The unqualified winners 
in a nationwide pre-testing survey. 


Full markup and full profit, plus pre-paid transportation. 
Unexcelled quality, weight, workmanship and finish. 


- Limited distribution exclusively through franchised 
Reed & Barton dealers only. 


“Studio Stainless 
Reed & Barton 


For further details write Reed & Barton Studio Stainless, Taunton, Massachusetts 





DELIVERY 


ode 


THE P FINE ENGLISH 


DINNERWARE 


Need it in a hurry? You'll get it 
in a hurry—from our completely 
stocked New York warehouse! 


tors: COPELAND & THOMPSON, IN‘ 























FRANCONIA CHINA 


One of Europe's Finest 


“Virginia . 
Chosen by HOUSE & GARDEN for its August TABLE-OF-THE-MONTH 
Advertised in MODERN BRIDE—1958 Autumn Issue 


As gracious as yesteryear's mode of Colonial living . . . a shower 
of pink and white Primroses, blue Bachelor Buttons, Wheat sprigs 
and pale green leaves are lightly accented by a slender cobalt 
biue band on pure white, translucent porcelain in a graceful 
Louis XV shape . . . a deft adaptation of traditional mood for con- 
temporary table settings. 5-pc. Place Setting with 1034" dinner 
plate: $7.95 Retail (Slightly higher South & West). 


HERMAN C. KUPPER, INC. @ 39-41 West 23rd St., N.Y. 10, NY. 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 


HAT IS EXPECTED to be the biggest collec- 
W\ tion of dinnerware, glassware, and gift 
lines ever to be shown under one roof is 
all set for Convention Hall, Atlantic City, Jan. 4-9. 
As was bulletined in last month’s issue, the Asso- 
ciated Pottery & Glass Manufacturers, which was 
to have staged its 80th exhibit at the Penn Shera- 
ton Hotel, Pittsburgh, in January, finally capitu- 
lated to the rising tide of interest—both exhibitor 
and buyer interest—in the Atlantic City Show. 
Most of the members have already signed up for 
this new event, and it is understood that all avail- 
able display space in the vast building has been 
taken. 

Jewelers who attend the show (we hope that 
even more of them than usual will go to Atlantic 
City) will find not only most of their old friends 
exhibiting there, but quite a number who never 
had displays in Pittsburgh. And they will be 
just a few hours’ journey away from the New 
York showrooms of those houses that don’t ex- 
hibit at the shows. 

Along with other buyers, jewelers will be guests 
at two events scheduled for show week. A cocktail 
party will be held in the ballroom of the Hotel 
Shelburne on Monday night Jan. 5, with the 
George Little Management as host. And, on the 
evening of Jan. 8, a dinner dance will be held at 
the Hotel Traymore, sponsored by the China, 
Glass and Pottery Association of America. William 
J. Carey, president of Doulton & Co., Inc., heads 
the Association. He is, also, president of the board 
of directors for the show. 


apc acntirmange ar Cecilia Marie Akin, a home 
economics student at LaSallette Academy in 
Covington, Ky., won first prize in the fourth an- 
nual table setting contest held this spring by 
Lenox, Inc. of Trenton, N. J. One of thousands of 
young women from all over the country who 
entered the contest, Miss Akin won 12 place set- 

(please turn to page 138) 
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STERLING SILVER DRESSERWARE 


An Piticaelteliate feature of any Sterling 
Department. Webster’s extensive line of 

vot tt -1-1 a7 Ug -ocelaalolial-t-mi dal -lalelelaialem-te]el-1-U moni 
= c- Tat tale man dammal-talel-telaal-1hal-> 4-leleh dle 

exclusive designs. 


aM ali-meotolaele}iat-tdleolamesme(-1-ilelammeler-tiha ar-tale| 
eo} mele] a-1-1-1h'A-me A A-1 0)-) 4-1 a aal-leetat-laleli-jiale| 
provides a guarantee of “profits” for you 
Vale ma’,el0] moiel-scelaal-ia-s 


Let your Webster representative tell you 
his complete Webster “story.” 





WEBSTER SILVERSMITHS 
i iclaii Me tadiclsltlac Panis e 


SALES OFFICES,” 


Haverhill, Mass. Chicago, Ill. 





a 
New York City, N. Y.. Dallas, Texas 


Spartanburg, $.C. ~ Berkeley, Calif. 


BABY GOODS »* DRESSERWARE * HOLLOWARE + NOVELTIES.» TABLEWARE 








OP) umd ORREFORS 


From our collection of famed Orrefors Crystal. Advertised in the 
New Yorker,, House & Garden, House Beautiful, Bride’s Magazine. 
Profit from.this national campaign—order now for fall delivery. 


U.S.A. Representative: Fisher, Bruce & Co. 
221 Market St., Phila. 6, Pa. © 1107 Broadway, New York 10, N.Y. 





Roval Moulton 


‘sal -t-fal-we t-te let-ie-jalie, 


Shown, Coronet, 5-pe. setting, $17.95 retail 


Royal Doulton leads the field . . . in design, in 
advertising, in sales. The first English china 
company to design for the American market, 
Royal Doulton has the biggest advertising budget 

. is tops in bone china sales. All of which 
means a greater profit potential for you. Watch 
for Royal Doulton advertising in BETTER HOMES 
& GARDENS, HOUSE & GARDEN, HOUSE BEAUTIFUL, 
BRIDES MAGAZINE, BRIDE & HOME, THE NEW 
YORKER, HOLIDAY 2nd SEVENTEEN. 


DOULTON & CO INC. 11 EAST 26TH STREET, NEW YORK 30, WN. Y 
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CHINA, GLASS & GIFTWARES (from page 136) 


tings of Lenox china, sterling silver and crystal! 
glassware. 

Her table was set for a hunt supper to be held 
informally late in the evening following the hunt. 
For this occasion, she chose Lenox’s “Harvest” 
pattern. Mrs. Helen Sprackling, who has written 
several table-setting articles for JEWELERS’ 
CIRCULAR-KEYSTONE, directed the contest. Judges 
were Polly Bergen, Stevan Donahos, Betty Pepis, 
Mrs. Richard I. Land, and Amy Vanderbilt. 


EWS FROM LENOX, too, is this giftware island 
display stand especially designed for stores 
with a limited amount of floor space. Under 40” 


in length and 7214” in height, this compact stand 
effectively displays more than 50 pieces of gift- 
ware. Made of limed oak, metal tubing and glass, 
the unit is lighted from both above and below. 


ATES FOR THE 1959 National China, Glass and 
Tableware Show have been announced by 
George Little Management. The show will be held 
July 19 to 24 at the New Yorker Hotel, New York. 


EORGE 6b. ZAHNISER, president of Castleton 
China, Inc. of New Castle, Pa., has announced 
several important changes made in the set-up of 
the company. For one thing, the sales force has 
been consolidated with that of the concern’s com- 
mercial sales division, which means a doubling of 
the size of the force. Also, improvements totalling 
several thousands of dollars have been made in 
the plant facilities, so that 30-day delivery is now 

offered on Group II patterns. 
Castleton, too, has adopted a policy of very 
(please turn to page 140) 
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EBELING & REUSS CO. 


fakes @ ANT step 


fo assure you greater service than ever before. 


We have moved our main Philadel- 
phia office, showroom and warehouse 
into a building which provides three 


times the space, formerly occupied. 


73,000 SQ. FT. 


Corner of 
oth and Locust Streets 


Tim til aco a heart ol iMillturae 
phias 70 million dollar re- 


dey elopment area, 


10,000 Square feet elmer 2 a 
Sas timacllelleteiicemes asm 


Air conditioned showroom, 
offices and warehouse all under 
one roof...7,800 square feet 
of loading area and ample free 


parking for our customers all 


combine to mean greater ser- 
vice to you: | 
EBELING & REUSS CO. 


Established 1886 
Main Office: Corner of 5th & Locust Streets, Philadelphia 6, Pa. 


Showrooms: 
PHILADELPHIA 6 
Cor., 5th & Locust Sts. 


CHICAGO 54 LOS ANGELES 14 
1557 Merchandise Mart 527 West 7th Street 


DALLAS |, Merchandise Mart 
Warehouses: Philadelphia, Pa. & Pasadena, Calif. 


NEW YORK 10 
225 Fifth Avenue 








CHINA GLASS & GIFTWARES (from page 138) 


selective distribution, concentrating its efforts on 
those accounts which have been supporting the 
line and is “‘not interested in expanding distribu- 
tion.” 

Of interest also is the report of the success of 
the selling experiments which Castleton has been 
conducting during the past nine months with the 
cooperation of the Joseph Horne Co. of Piitts- 
burgh. Adequate pattern representation, imagi- 
native fixturing, and proper department exposure 
have, according to Mr. Zahniser, tripled sales and 
profits. These changes have been incorporated in 
a letter sent out early in August to all Castleton 
dealers. 


Frederick 
(L. B.) Sark 


R. SARK of the French Glass Co., Inc. of New 
York has announced the formation of a new 
selling organization to be known as Verfrance, 
Inc., located at 1133 Broadway. The new firm will 


represent in this country Univer, Paris, a co-oper- 
ative association of more than 50 French glass 
manufacturers. Produets of the French manu- 
facturers will be sold to wholesalers and importers 
and others who can handle direct shipments of 
merchandise. 


LIZABETH PLUNKETT-ERNLE-ERLE-DRAX, for- 

merly with Tiffany & Co., New York, has 
been appointed publicity director for the Wor- 
cester Royal Porcelain Co., Inc. Miss Drax was 
born in England and has been in this country 
about nine years. Her appointment is part of 
Royal Worcester’s sales expansion policy. 





400 WATCH BANDS (from page 76) 


showing a handsomer band to the right, at slight- 
ly higher cost! 

Brighter than usual lighting inside the display 
case adds eye-appeal. Traffic moving down this 
side of the store is bound to notice the size of the 
display. What’s more, it is where most watch re- 
pair customers wait their turn for the watch- 
maker to examine their watches. Hence, size of 
the display, plus the many unusual styles, creates 
considerable impulse buying. 

Sales people call attention to the display and 
are on the alert for shabby, worn bands om cus- 
tomer’s wrists. Frequently deluxe, exclusive 
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THIS YEAR ... for a “different” gift wrapping program — 


<O5<0>F EXCITING NEW CREATION 
Fmatch mates 


e A host of sparkling new paper designs, each cleverly mirrored 
on embossed rayon Satintone® for an eye-appealing store- 
wrapped package; 





oe a 





a 
3 
re 
































































War 


e Made-for-each-other gift ties . . . and paper in all the desired 
counter roll widths (12” to 30”). 


> 


= ie | wlio 


5, 


e The same nationally-advertised Tie-Tie gift wrappings for 
Store Use as for Resale . . . builds prestige for your store... 
attracts more customers. 


rer 
Jape 


TIE-TIE, the nation’s leading style line of gift wrappings for store use, for 
resale, has everything you need for your gift wrapping program: 


—& 


Aspe B 
= 


Rats 
». 


Store plans to help set up your department; merchandising 
aids; safe, efficient bow-making machines that produce beau- 
tiful bows quickly, easily. 


Mail coupon below for samples and further information. 








SATINTONE BOW MACHINE 


Perfect bows every time — in less than 
half the time! No ribbon waste. For 2, 
3%, and 1%-in. Tie-Tie Satintone. 


with purchase of 


only , 
Fy 48 bolts of 1-in. | 
$ and/or %-in. : i 
and/or 1%-in. ae J 
Satintone. i 


Adapter for making 2-color ‘ = ‘> : 
pompom bows.. $3.50 o~ aaa i + f 
: | ™y 


“ 


CHICAGO PRINTED STRING CO. 
2306 Logan Bivd., Chicago 47, lll. 


At no cost or obligation, please send additional informa- 
tion on: 

[) Tie-Tie Match Mates 

[] Tie-Tie Satintone Bow Machine 


rc 


[] Have your representative visit us 


Name 





Store 
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GOLD IS NOT WHERE YOU FIND IT—at any rate, not the kind of gold that 


you need to do the job you want. Gold is as specific as its use. As specific as: Pintong Wire, Snake Chain 
Gold, Earring Wire, Watch Case Alloys, Gold Ring Stock, Pen Point Gold... to name a few. They’re all 
gold and all different. Different in hardness, karat, form, temper, color. Of course, you know all this, but 


do you get it when you order it? 

YOU DO WHEN YOU ORDER YOUR GOLD FROM HANDY &4 HARMAN—For whatever you make out of 
gold, we make precisely the right kind of gold. An example: Handy & Harman makes five different types of yellow gold 
in most karats. Gold for drawing, gold for spinning, gold for stamping, gold for machining or engine-turning .. . gold 


for your particular product and particular method. 
To Be Sure of the Product in Your Product Specify “‘Handy & Harman’’ WHEN YOU BUY KARAT GOLDS 


REFINING— We refine sweeps, scraps, polishings, solutions...all forms of precious metal waste—also we buy old silver, 
gold and platinum. Scientific methods plus highly skilled technicians and long experience assure consistently accurate 


returns. It will pay you to send us your next shipment. 


Your NO. Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


General Offices: 82 Fulton St., New York 38, N. Y. 
DISTRIBUTORS IN PRINCIPAL CITIES 





NEW YORK 38, N. Y. | LOS ANGELES AREA 
82 Fulton St. 330 No. Gibson Rd. 
PROVIDENCE 3, R. I. E! Monte, Calif. 


425 Richmond St. 
NEW YORK 36, N. Y. 
44 West 46th St. CHICAGO 2, ILL. 
CHICAGO 22, ILL. 55 E. Washington St. 


1900 West Kinzie St. 
BRIDGEPORT 1 


Connecticut CANADA: 


141 John St. 
Toronto 2B 
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bands are sold to customers who come into the 
store for some different purpose altogether. 

“So large an inventory is bound to contain a 
band to please everyone’s taste,” Mr. Malinoff 
says. “For some reason, very few people have 
given watch bands as Christmas, birthday, or 
anniversary gifts; but when the suggestion is 
made, customer reaction is good. Women, usually 
sense when the watch band of a friend or relative 
is shabby or doesn’t harmonize with the watch 
as it should—-and we can usually swing the sale by 
pointing out that a watch band as a gift is both 
unusual and useful.” 

Visitors who don’t need a watch band at the 
time are almost certain to remember Lawson’s 
big display when occasion arises—and they are 
sure to remember that Lawson’s carries bands in 
all prices. 

Sales are equally distributed among Lawson’s 
watchmakers and salespeople. Both use every 
opportunity to suggest and show the bands. Nat- 
urally, the watchmaker who has the customer’s 
watch in his hand has an edge over store sales- 
people; but the watchmaker is likely to be hard 
at work on repairs and has fewer chances to talk 
with prospects. 

A considerable help in watch band merchan- 
dizing is the fact that there are no sharply de- 
fined preferences today. Once it was difficult to 
sell anything but expansion bands, say the Law- 
son repair men. But the many variations in at- 
tachment design, developed in recent years, tend 
to make the customer open minded where styles, 
colors and other features are concerned. 

Spend plenty of time with customers demon- 
strating one band after another, says Mr. 
Malinoff. With so many bands to choose from, 
sales are almost certain. Zee 


A BAND FOR EVERY TASTE: She’s sure to find just the 
band for “him,” among 200 on display. “Well worth the 
space they take,” says Morris Malinoff, store manager. 
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What They Say About Diamonds 


® WHEN YOU’RE HELPING a customer choose the 
design for a new piece of diamond jewelry, you 
may find it useful to quote members of the Selec- 
tion Committee for this year’s Diamonds-Inter- 
national Awards. (Awards will be announced 
Sept. 30.) 

All leaders in the world of fashion, the com- 
mittee members are: Mrs. Gary Cooper of Beverly 
Hills; Mrs. George F. McGhee of Dallas; Mrs. 
Walter P. Paepcke of Chicago; Mrs. Perle Mesta 
of Washington, D.C.; and Miss Eugenia Sheppard, 
women’s page editor for the New York Herald 
Tribune. 

A devotee of modern art, Mrs. Cooper admires 
the “uncluttered and flexible” quality of present- 
day jewelry design; the “scattered-at-random”’ 
look ... Mrs. Paepcke not only prefers modern 
jewelry, but designs it. She suggests that geo- 
metrical figures be used in styling diamond 
jewelry ... Mrs. McGhee wants designers to try 
new ideas. “They won’t all be good, perhaps; 
but from real effort will come much new beauty.” 

“If you want to know why I like diamonds,”’ 
Miss Sheppard said, “it’s because they’re soft 
contrast for bright colors and they go with all 
colors. Diamonds are always in fine taste and | 
adore them for their decorative aspects.” SS 
“JEWELRY EMPIRE” (continued from page 102) 
charged with making sure of that. 

Mr. Cohen emphasizes again and again that the 
publie’s acceptance of a credit jewelry business 
depends almost entirely on the person who runs 
the store. . . . “Customers need to feel that they 
are dealing with a man—and a firm—that are 
part of the local community ; but that have behind 
them the prestige and resources of an organiza- 
tion which owns 60 stores.” 


Growth, progress important 


Sometime, in all likelihood, there will be Jewel 
Boxes 61, 62, 63 . . . when the right location and 
the right management are found. Because this 
jewelry chain is not a static thing. “Growth, 
betterment and progressive outlook are essential 
to any successful credit jewelry business,” says 
Mr. Cohen. 

Besides, he now has fresh young blood from 
his own family working alongside him — son 
Lawrence, graduate of the University of North 
Carolina; married and with three third-genera- 
tion Cohens coming along. 

Despite annoyances of the current recession, 
the future undoubtedly holds new chapters in the 
story of Ned W. Cohen and his fabulous Jewel 
Box chain which compounds cash through credit. 

i 
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YRACUSE is a leading choice of 










brides-to-be. This fact is written in 

the bride’s registers of leading Jewelry and 
Department stores across the country. 

Brides go for Syracuse china because Syracuse 
goes after the bridal market on every score: 


Continuous full color ad campaigns in bridal 
magazines plus the home and women’s magazines that 
brides read most. 


Practical promotions, planned from the retail 
point of view. 


Consumer-tested patterns with proven sales appeal . . . 
for greater turnover and profit. 


Superb quality and beauty of Syracuse china itself. 
There’s a tremendous marriage boom shaping up, 
now that the wartime baby boom is growing up. 


These brides will say “I do” to you... 
if you promote, display, sell Syracuse. 


SYRACUSE CHINA CORPORATION ° Syracuse 1 * New York 
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SUCCESS (concluded from page 92) 


address at any Thomas store.” How’s that for 
a customer-attracting idea? Naturaily, many 
stayed to browse—and buy. 


Hobby makes headlines 

And, ah yes, the always familiar business-with- 
pleasure concept. Mr. Thomas doesn’t let that 
one pass by. His hobby? Antique autos. He owns 
ten of them and is a member of such quaint or- 
ganizations as the Horseless Carriage Club, the 
Antique Auto Club and the Classic Mobile Club. 
But where’s the business angle? Simple. He en- 
ters his prize beauties in contests all over the 
state and it is not infrequently that a Thomas 
auto carries off the prize for the Best Restored 
Car or the Best Classic or the Most Unusual An- 
tique. Pictures and names get in the local news- 
papers, of course. 

“And who owned that 1920 electric auto that 
highlighted the parade which touched off the cer- 
ebral palsy campaign in Atlanta last year? You 
know, the one with the real felt upholstery and 
the solid mahogany cosmetic cabinets? Who? Oh 
yes, Walt Thomas of those Thomas jewelry 
stores. Nice fella.” Nice public relations, too. 

It’s no wonder that yeung people of Georgia 


think of Mr. Thomas when they’re marriage- 
minded. He’s an old friend who has given them 
pleasure since grammar school days. 

Besides, his stores are the ones that offer about- 
to-be-weds such inducements as “reduction on a 
16-piece starter set during May’”—and a “China 
Club Plan” with up to 20 months to pay. 

Brides frequently ask their friends and rela- 
tives to get all their gifts from Thomas’s. (Top- 
notch bridal consultant services are maintained 
at each store.) And, in gratitude, Walter some- 
times loans those brides his $2,500 sterling silver 
punch bow! plus sterling compotes and candelabra 
for their wedding receptions. He’ll furnish tables 
for gift displays, too. All the customer has to pay 
is transportation charges. 

Neither mothers nor daughters forget such 
helpfulness. For the rest of their lives, they’ll 
be loyal to Thomas’s as only women can be loyal 
to the store they like. 

Thus it is that unique promotional ideas and 
sound public relations practices bring success and 
popularity to Walter R. Thomas who still owns 
the first jewelry store he opened on downtown 
Atlanta’s Whitehall Street on April 30, 1936—- 
and 23 more. Ses 





Expensive medicines—diamond dust, turquoise paste 
and emeralds in water—were once prescribed for ailing 
royalty and wealthy commoners. 
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PICIHC Silvercloth 


brightens your Sales Picture! 


ee 
# “aN 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing...insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 

help sell your silver for you... keeps customers happy 

with their silverware ...adds more profit to your sales. 

See your suprlier about the Pacific Silvercloth Cooperative Advertising Plan 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 
Dept. SC58, 1480 Broadway, New York 18, N. Y. 





This Monarch Silver Chest 
by Eureka lined with 
Pacific Silvereloth 
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NEW 


oiftware in wood 


by 


= 


Kensington, the prestige line of fine metal gift items, . 


announces its new line of ““umber-tone”’ wood giftware. 
Exciting new designs, with the touch of historic charm, 
give these pieces special appeal to your customers. 
Kensington’s new giftware in wood is created by 
craftsmen with the skill and intricate hand work that 
goes back to early Coloniai times. 
The free-form design of each piece and the rich, 


Koensinglou hy / OF NEW KENSINGTON 
WW) PENNSYLVANIA 


A DIVISION OF WEAR-EVER ALUMINUM, INC, 





Spoon Three 
Pianter Tier Tray Table Scale 
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specially processed finish blends well with both Early 
American and Modern decors. 

The rich, warm finish of these beautifully designed 
pieces makes them perfect companions to the soft, satiny 


sheen of Kensington metal. 


Full standard dealer discount is given on every item. 
Prices start as low as $2.50 retail. Mail the coupon today 
for a brochure and information on this exciting new line. 


Name 
Store_ 
Address_ 
City__ 


Key Rack 


KENSINGTON 
Wear-Ever Building, Dept. J 3, New Kensington, Pa. 


Please send the brochure and ordering information on 
the new Giftware in Wood by Kensington. 


Cigarette 
Dispenser 





Zone State _ 


Bread Tray 





Fruit Bowl 
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INVENTORY (concluded from page 133) 


tory Book page is the same as that used for china. 
The glass items are listed in about the same order 
as you see on the card in illustration 29. 

Each pattern goes on its own individual page, 
which makes record-keeping easy. 

When a customer expresses interest in any par- 
ticular glassware pattern, it is a good idea to set 
up a table as suggested before. For the best selling 
effect, the glasses should be shown with china and 
silverware. Select a dinner plate and a bread and 
butter plate from a pattern that harmonizes with 
the glassware you’re showing. 

If the glasses are decorated you might show a 
china pattern that’s on the ornate side too; but, 
in such event, use silver which is plain. Then you 
will be following the formula outlined before: two 
patterned items and two plain ones. Naturally, the 
table cloth is plain and delicately tinted; the 
silverware is also plain. That is why the china has 
to harmonize with the glassware, both being on 
the fancy side. If this formula is carefully fol- 
lowed, we will be fulfilling the old selling truth: 
Merchandise well displayed is half sold. And with 
this comment, this article is brought to an end. 

The subject of inventory control is big. It en- 
compasses most of the phases of merchandising. 
It covers buying, selling, display, study of pur- 





chasing powers and preferences, bookkeeping, etc. 
And, like killing the proverbial cat, there are 
many different ways in which all these things can 
be accomplished. It is impossible to delineate them 
all. However, the methods and forms presented 
have been studiously analyzed; they are efficient, 
dependable and easy to follow. 

The statistics and data cited are “average.”’ 
They may or may not coincide or agree with those 
that exist in your store. Conditions vary with lo- 
cation, size and kind of store, and your clientele. 
Yet, on the whole, the figures quoted will be found 
consistent with the general practice. 

The program outlined is flexible and can be 
changed to suit your own particular conditions, 
ideas or requirements. Everything in this series 
has been presented with that in mind. On that 
basis we hope the material proves helpful. @ @ B 
A jewelry store does a thriving business inside 
a national prison and is patronized by convicts 
who buy gifts there for visitors. The locale is the 
Federal Penitentiary of Mexico City, where one 
entire section is devoted to stores and offices 
where prisoners are permitted to operate busi- 
nesses rent free to serve their fellow inmates. 
In addition to the jewelry store there are stores 
for clothing, groceries, and pets. 














Bertson House exclusives 
for prestige and profit 





Our famous Christmas Tree Crystal. Retail prices 
per dozen: Skyball, $16.50; Hiball and Old-Fash- 
ioned, $15: Double Old-Fashioned, $18.50; Wine 
or Cocktail, $21. Shaker, $7.50 each: Martini 


Mixer and Stirrer, $6. 


All available for immediate 
delivery from open _— stock 
f.o.b. our New York Ware- 


house. 








Our Christmas Tree Complete Din- 
nerware. Retail place setting $7.54. 


“Gulli* by Skrufs of Sweden. 
Retail—dozen: $13.20—clear; $15 
—smoke, gold, blue. 


ni 
aes 


BERTSON HOUSE LTD. 


212 Fifth Avenue at 26th Street, New York 10, N. Y. 


Room 2003-4... MU 3-7319 
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New! “CELESTE” by Kind Wrtultr 





DISPLAY UNIT includes 10-inch Celeste 
dinner plate and provides for display of match- 
ing silver pattern. 

Celeste 5-pe. place setting retails for 21.75 
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Pattern which topped all others in extensive 
consumer tests will be heavily promoted 


Celeste is a winner! In tests against all comers, it has consistently 
come out on top—and this Fall we will support it with the heavi- 
est promotion ever put behind a Royal Worcester pattern. 
Full-Page, 4-Color Ads in House Beautiful, House and Garden 
and Bride’s Magazine 
For all franchised Royal Worcester dealers: 


Free Display-Merchandiser with Photoand Story for your local use. 


10-inch dinner plate included. Free supply of handsome 4-color 


Free Newspaper Mats, Publicity pattern pamphlets. 
For details regarding franchise in your city, write, wire or phone 
THE WORCESTER ROYAL PORCELAIN CO., INC. 
11 EAST 26th STREET, NEW YORK 10, N. Y. 
FINEST ENGLISH BONE CHINA SINCE 1751 
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HIA-UHAA MERGER PROPOSALS WILL BE DISCUSSED BY DIRECTORS of the Horological Asso- 
ciation of America at Lexington, Ky., Oct. 5. The board will consider 
"recent developments." Its meeting will follow the Kentucky Watchmakers' 
convention, Oct. 3=-4. 





THE WATCHMAKERS OF SWITZERLAND ARE BACKING "WATCH PARADE TIME" OCT. 6-18 with 
trade-wide mailings of window displays, ad mats, brochures, sales-train- 
ing booklets, etc. Everything is free. So if you're not on their list 
write them c/o Suite 1105, 730 Fifth Ave., New York 19. Idea is to whet 
consumer interest in watches for Christmas. 


THE AMERICAN GEM SOCIETY HAS SET "AGS WEEK" FOR OCT. 6-11. "Week" has twin goals: 
(1) to tie in with scheduled national advertising in "Seventeen" magazine; 
(2) to promote the Registered Jeweler title as a sales-building force. 
The whole R.J. roster will appear in the October issue of the magazine. 


OTHER AGS PROJECTS--A FILM LIST, A NEW BUYERS’ GUIDE. The film list con- 
tains 40 titles for members' use in club or school programs. Subjects in- 
clude diamonds, gems, precious metals, sterling, china, watches. The guide 
discusses basic gem, diamond, watch facts, has a geographical list of R.J.'S. 





WALLACE SILVERSMITHS HAS PURCHASED TUTTLE SILVER CO. of North Attleboro, Mass. 
Tuttle sterling, with its pine tree shilling trade mark, will henceforth be 
made in Wallace's Tuttle Division in Wallingford, Conn. James Cruikshank, 
former vice-president and general manager of Tuttle, is merchandising mana- 
ger of the new division. 


BOSTON SILVERSMITH TIMOTHY TUTTLE BEGAN ABOUT 1890 to make heirloom re- 
productions in silver for many noted American families. Later the firm 
was the first to reproduce the Sons of Liberty bowl made famous by Paul Re- 
vere. Leading Tuttle flatware patterns: Onslow, Hannah Hull, Crest of Arden. 





"STERLING IS FOR CHRISTMAS AND FOR HER" has been chosen by the Sterling Silver- 
smiths of America as the theme for their holiday push. Slogan, built on 
basic formula, "Sterling is for now and for you," will get full radio sup- 
port from NBC, CBS and spots in 22 key metropolitan areas. 


DEALERS WILL SOON RECEIVE NEWS OF THEIR APPOINTMENT AS ASSOCIATE MEMBERS 
of the Sterling Silversmiths of America. Identification decals will help 
them participate in future promotions. Christmas displays will include 
window and shelf cards, decorator mobiles and counter tents. Dealers will 
be asked to share cost of permanent counter and window displays. 





WHOLESALE JEWELERS' SALES WERE THE SAME IN JUNE 1958 AS IN JUNE 1957, though vol- 
ume for the first six months of this year was 12 per cent under the level 
of last year. June inventories were down 19 per cent from June 1957. 


DEPARTMENT STORE SALES OF JEWELRY MERCHANDISE ARE RISING. Stores’ sales cof fine 
jewelry and watches rose 9 per cent in dollar volume during June, compared 
with June of previous year. Costume jewelry was up 6 per cent; silverware 
and clocks up 2 per cent. Sales for the first half of 1958 were up l per 
cent for fine jewelry and watches, up 5 per cent for costume jewelry, and 
down 5 per cent for silverware and clocks. 


WILLIAM M. WRIGHT IS NEW HEAD OF THE JEWELRY INDUSTRY TAX COMMITTEE. Owner of a 
jewelry store in Silver Spring, Md., and active in the jewelry business 
Since 1925, Wright succeeds Oliver A. Jenkins of Jacksonville, Fla., who re- 
mains a member of the committee. Wright is a director of the Retail Jewel- 
ers of America, a directcr and past president of the Maryland-Delaware- 
District of Columbia RJA, and a director of the Greater Washington RJA. 


148 JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1958 








RENEE RERLORE REECE — . -aestniediiine=... unease 


Man) LLL LLL LLL 


Comfortable 
Dependable 
we Bae s See cadccall Easily Adjusted 


— oP 2 ee so 





ie! iy i Wit 1 


Beautifully 
Displayed 





Fair Trade Protection .. . YOU WILL NEVER BE UNDERSOLD 


Stainless Steel $2.95 to $5.95 °° RGP and GF $5.95 to $10.95 
SATISFACTION UNCONDITIONALLY GUARANTEED 
PRINCE High Quality English-Made Watch Straps 


Brochure Available 


CADMAN MANUFACTURING CO.  72,,%,qHtstari roa 


U. S. and Canadian Distributors for KIEFER Expandro Watch Bracelets 


The Obsolats PEAK 
of Procision and Quality, 


FOUR-PRONG SETTINGS ana FINDINGS 
























7 . ° P ; : ; SERIES 34V 
VAVAUROR ROR RR wwwwwwwee 
14 y 9 8 7 6 5 4 3 2 1 
SERIES SOV— a eee 5", 8, «sO 
with post between prongs, : 7 _ . 
also available in sizes 1 thru 10. VW Sy) UY W W W W YW WwW W 
¥ 10 9 8 7 6 5 a 3 2 1 











Series 34V is made in 10% Iridium Platinum, 14K. Yellow Gold and Jewelry Palladium. 
Series 35V and Series 50V are made in 10% Iridium Platinum only. 


VICTOR settings are always smooth and perfect, highly polished and free of any 
trace of roughness. Each and every setting is precise and exact. It must be — to 
pass our inspection! See for yourself . . . compare them under your glass and you 
will agree . . . they are the finest, the absolute peak of quality! 


All series and sizes shown are ready for immediate shipment to you. 


, ICTOR’S THREE D., ING. “x.” 
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We FULLY GUARANTEE 


EVERY ITEM TO BE OF 
AND AS ADVERTISED 









The LEWES Forte hegey STONE 











33 states join with RJA in whirlwind drive for 


10,000 members; “action” program promised 


The Retail Jewelers of America, 
Inc.—now little more than a year 
old—will try to nearly triple its 
membership during a door-knock- 
ing campaign starting Sept. 8. 

ihe goal is 10,000 members by 
Sept. 21. “Our sights are high, 
but we believe it can be done,” 
President Arnold A. Schiffman 
predicted after pep meetings with 
state officers at the recent Chicago 
and New York conventions. Ber- 
nard M. Burnstine of RJA’s Wash- 
ington office is quarterbacking the 
campaign, under the direction of 
Howard I. Michaels of New Haven, 
Conn., chairman of the member- 
ship and affiliations committee and 
a vice-president of RJA. 


And 16 to Go 


The actual job of solicitation 
will be up to teams of current 
members, working in pairs. Each 
two-man team is expected to cali 
upon five prospects during the 13- 
day drive. The pitch will be simul- 
taneous in all 33 states which have 
organizations affiliated with RJA 

that is, all states except Illinois, 
Louisiana, Maine, Michigan, Ten- 
nessee, Texas and Wisconsin 
(where state associations have not 
affiliated) and Alaska, Colorado, 
Idaho, Montana, New Mexico, 
Nevada, Utah and Wyoming (which 
have no state associations). 
Eventually, Michaels said, RJA 
hopes that jewelers in these 16 
states will organize, affiliate and 
co-sponsor membership drives. 

Ground work for the campaign 
began on. June 23 when Michaels 
asked state officers for “a solid 
mailing list of good prospective 
members,” taken from the Red 
Book and classified ’phone books. 
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On Sept. 1, a “mind-opening’ 
brochure was sent to the 33-state 
mailing list, pledging RJA to a 
long list of projects, including 
“the gathering together and dis- 
tribution of profit-making, cost 
saving merchandising, display, ad- 
vertising credit and other work-a- 
day ideas that have carried others 
to success .. . ideas that you can 
put to work in your business.” 

You need your state association 
and your national association, the 
booklet said. “You pay a single 
membership fee for both member- 
ships. Your local problems, state 
problems, will be handled by your 
state association. Your national 
problems and your greater busi- 
ness progress are the concern of 
the RJA.” 

A dozen projects and services 
were listed as being considered 
now by RJA officers and directors 
—repeal of the excise tax; elimina- 
tion of fictitious pricing and false 
discounts; protection against pre- 
datory price cutting; PX competi- 
tion; registered mail relief; retail 
exemption in wage-hour legisla- 


tion; income tax relief for small 
business; improvement of ethical 
standards; practical solutions to 
marketing problems; credit and 
store management information; 
public relations help, and advice 
on merchandise sources. 


“A Louder Voice” 


“Competition between the state 
and national has been wiped out,” 
Michaels told state officers at the 
two conventions. “Split loyalties 
are all but forgotten. Building 
membership together, state and 
national will add to the strength 
of each and will speak with a 
louder voice at state and national! 
capitols.” 

New members will pay dues for 
1959, with the last three months 
of 1958 free. Dues, based on num- 
ber of employees, start at $15 for 
membership in state and national. 

“Mailings alone cost far more 
than the $7 which RJA gets from 
the average individual member,” 
President Schiffman said. “This 
is the time to join—we’re really 
going to grow.” 


Good Christmas omen: active buying 
at spirited RJA convention in New York 


The jewelers ate more than 5000 
of Walter Lampl’s “Good Humor” 
popsicles. A scarab-clad “Queen 
of the Nile” got at least that many 
dinner ‘invitations. Vivacious Pat 
Neal of Life magazine danced with 
22 different partners at the “Fun 
Night” party. 

Permanent guests at the Wal- 
dorf-Astoria in New York, watch- 


ing 11,534 of the nation’s retail 
jewelers pour so much pre-Christ- 
mas enthusiasm into their five-day 
convention and trade show Aug. 
10-14, wondered whether the Tif- 
fany robbery on Aug. 10 could 
have been a promotion stunt just 
to add to the excitement. 

Said Arnold A. Schiffman, presi- 
dent of the host Retail Jewelers of 
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America, Inc.: “We are intensely 
pleased at the attitudes of both 
retail jewelers and the 349 ex- 
hibitors. Last year so little busi- 
ness was done during the evening 
that the exhibitors asked us to 
close this year at 7 p.m. instead of 
9 p.m. We did—and got howls of 
complaints. They were writing so 
many orders that they would 
gladly have stayed open till 9 
o'clock! All this action proves 
that business is on the upswing, 
and that jewelers are going up 
with it.” 

Jewelers were in New York to 
buy, and buy they did. But hun- 
dreds of them took precious hours 
away from the exhibit halls to 
listen to the speakers at the con- 
vention business sessions each 
afternoon. What these meetings 
showed was an objective, eyes- 
open appraisal of the challenges 
and opportunities ahead, and what 
to do about them. 


A la Carte and Table d’Hote 


In a provocative speech at the 
opening session Aug. 11, Oscar 
Kind, Jr., of Philadelphia, de- 
clared that people today “are in- 
terested in the price tag and how 
much below the advertised figure 
they can buy the product.” 

“Show me a nationally adver- 
tised product that is pre-priced 
and I’ll show you a product on 
which you are doing a diminishing 
volume if you are a house that 
maintains price,” he said. Result: 
jewelers carry such products as 
loss leaders or turn to competitive 
items branded only with the store- 
keeper’s name. “This is not good 
for the jewelry business.” 





All price-fixed products, Kind 
went on, are priced to permit 
costly services which jewelers pro- 
vide, even though “the discount 
house has taught us that purchas- 
ers of jewelry for their uwn con- 
sumption and to some extent for 
gift-giving purposes are not in- 
terested in all the services we 
jewelers are offering them at the 
expense of high markup... . People 
have told us, if we choose to listen, 
that they won’t spend 40 per cent 
more to buy in our stores just to 
get the niceties we offer | engrav- 
ing, gift wrapping, charge ac- 
counts, guarantees, etc.| ... 

“T therefore advocate that those 
fixed prices be lowered to a min- 
imum margin below which no dis- 
counter can afford to sell and let 
those of us who wish to meet this 
competition meet it without our 
being pointed to as an unethical, 
lawbreaking organization. Let us 
charge for the services the cus- 
tomer wishes, and not impose ser- 
vices they do not want while 
charging for those services. 

“Let us offer an a la carte menu 
as well as a table d’héte meal and 
allow our customers to buy the 
product they want with the ser- 
vices they want. Ladies and 
gentlemen, if the margin of profit 
in our stores (that is, the original 
mark-on) is reduced, we will have 
no discounters for the very reason 
they exist will overnight disap- 
pear.” 

Kind has recommended that 
RJA conduct a motivational re- 
search program at the retail level, 
to find out what customers really 
want. The directors have ap- 
proved the program, but it has 
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STRENGTH IN UNION: RJ 
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rges conventioners at 


the opening session Aug. 11 to “make certain that every jeweler in America 
becomes a member of the Retail Jewelers of America, Inc.” Secretary Oscar 
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Kind, Jr., right, and Management Consultant H. R. Scull, left, gave addresses. 
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“MISS BEAUTIFUL JEWELRY”: 
Actress Vivian Blaine, star of the 
current Broadway hit musical “Say 
Darling,” is Forstner, Inc.’s_ choice 
for the “Miss” title above, given her 
on the occasion of the New Jersey 
jewelry maker’s milestone one-mil- 
lionth Heart and Key bracelet. She 
was at Forstner’s Waldorf-Astoria 
exhibit booth Aug. 12 to receive the 
actual millionth bracelet plus a 14K 
gold necklace, plus accolades to her 
“beauty, originality, well-deserved 
fame.” 














been held up by lack of funds. 


Planning your future 

Eight questions for independent 
jewelers to ask themselves were 
listed at the same session by H. R. 
Scull, management consultant. 
(Independents must plan intelli- 
gently, he said, because of rising 
competition from department 
stores, specialty stores, discount 
houses and jewelry chains.) 

“Are we going to trade up, offer 
more services, and be content to 
do less volume and possibly less 
profit in the years ahead? 

“Are we going to take a middle- 
of-the-road course, try to hold and 
increase our present volume by 
meeting price competition in some 





151 


‘> a 


tn di ETO 


» | ee 


ge ae 


THE NEW RJA LEADERS: Officers, directors, and Ad- 
visory Council] spokesmen lunched together on the Star- 
light Roof of the Waldorf-Astoria following their elections 
Aug. 14. Seated, from left: William M. Wright, Silver 
Spring, Md.; Carleton G. Broer, Toledo, Ohio; Seymour 
Greenberg, Yonkers, N. Y.; Jay C. Lighterman, Newark, 
N. J.; H. A. Goldberg, Portsmouth, Va.; Sol Blickman, 
Indianapolis; Arnold A. Schiffman, Greensboro, N. C.; 
Clarence Olsen, Chicago; Howard I. Michaels, New Haven, 
Conn.; Harry R. Gerber, White Plains, N. Y., and William 


fe 
‘a a ' . 
S. Preston, Sr., Burlington, Vt. Standing, from left: 
Lester Thomas, Findlay, Ohio; James C. Lucas, Indianapo- 
lis; Robert Abbott, Lowell, Mass.; Oliver R. Brecht, Bal- 
timore; Fred B. Dreifus, Memphis, Tenn.; Charles Isaac, 
New York: Oliver A. Jenkins, Jacksonville, Fla.; Henry 
Ruhr, Harrisburg, Pa.; Lester Moon, Tallahassee, Filza.; 
Benjamin Cooper, Hartford, Conn., and Tom Fox, Grand 
Rapids, Mich. (Lucas and Cooper are Advisory Council 
members; all others are officers and/or directors—see 


RJA OFFICERS box.) 








items, and get higher markup on 
others? 

“Have we really researched on 
self-selection features and tried to 
make them an integral part of our 
planning? 

“Are we really going to become 
interested in a mass market and 
try to increase our volume, reduce 
expenses, and make a lower per- 
centage profit but a higher dollar 
profit with lower markups? 

“Are we planning now the kind 
of staffs that will be needed to 
assure our getting our share of 
the anticipated national growth? 

“Are we alert to where our own 
community stands in future indus- 
trial growth? 

“Are we planning our future 
store locations to take advantage 
of shifting population and trading 
areas?” 

He advised independents to cut 
expenses substantially; work with 
other jewelers in researching 
problems; use a buying office to 
take advantage of quantity dis- 
counts; and plan now to take full 
advantage of the coming marriage 
boom. “See that your stores sup- 
ply the engagement and wedding 
rings these couples will need, and 
the silver, china and glass for 
their new homes.” 


“The Price Not to Act” 
Ways to defend the interests of 
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jewelers in Washington, to offset 
the political power of labor unions 
and other groups, were set down 
by William C. McCamant of the 
American Retail Federation, at 
the second session Aug. 12. 

“The Congressman is interested 
in whether the Washington repre- 
sentatives of your association 
really represent political strength. 
No law is ever enacted by Con- 
gress without the vigorous sup- 
port of interested groups. 

“Respond to calls for political 
action from your national and 
state headquarters. Write or visit 
your Congressman at crucial times 
suggested by your association. 

“The price not to act? It will be 
higher excise taxes, higher social 
security taxes, price controls, re- 
strictions of management’s right 
to manage to the point of extinc- 
tion of free competitive enter- 
prise.” 


Get Credit Started Right 

RJA Director Fred B. Dreifus 
of Memphis outlined problems to 
be considered in setting up a 
credit operation at the same ses- 
sion. 

“First, what should your credit 
policy be? Extending credit is go- 
ing to take capital investment— 
be sure you can finance what you 
do. Determine what class of cus- 
tomer you are trying to reach, and 


point your policy in his direction. 
Figure out what mark-up you want 
to work on, on the basis of the risk 
you want to take, and on whether 
or not you charge for credit ser- 
vice. 

“Second problem is credit ex- 
tension. Who gets credit, and who 
doesn’t? Determine type of em- 
ployment: is it steady or season- 
able? Does it have a good paying 
history? What is the customer’s 
past record for paying bills? What 
is his general reputation? Dees 
he have the ability to pay the 
terms that you are going to set? 
Does he have a clear understand- 
ing of the terms? 

“The third problem is collec- 
tions. Get the account started 
right. Let the customer know what 
is expected of him. Set up a sys- 
tematic and regular followup. Do 
not permit cashiers to take part 
payments. Too easy acceptance of 
partial payments breeds greater 
and greater delinquencies. Keep 
delinquent accounts separated ac- 
cording to degree of delinquency 
and follow each category with 
suitable severity of action.” 


Do As I Say, Not As I Do 

Sales promotion management 
was discussed in full detail by 
RJA Director Seymour Greenberg 
of Yonkers, N. Y. At the outset, 
he pointed out that all jewelers 
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cannot operate the same way: 
“You must study your own situa- 
tion and decide for yourself which 
of my points are applicable to you 
and which you can profitably do.” 

Said Greenberg: “It should be 
the aim of every store to create 
for itself its own individual per- 
sonality, which marks it off from 
other stores, to act fairly in its 
price and service policy to main- 
tain customer good will, and to 
present special offerings to at- 
tract new customers. Our first 
consideration must always be get- 
ting new accounts.” 

He ticked off these ways to do 
so: 

1. By making your window talk! 
You can use price appeal, motion 
displays, novel and creative ideas 
for rousing desire to own the mer- 
chandise. 

2. By recommendation. You 
might give your customers a gift 
for recommending your store. But 
first make your store a desirable 
place to do business. 

3. By creating for yourself a 
place in the community, doing 
things that will make your store 
known to people. 

4. By direct mail. Here you may 
secure people who have done 
credit business in other types of 
merchandise, people who have 
meved into new developments, etc. 

5. By newspaper advertising 
(perhaps the greatest source of 
new accounts). Use semi-institu- 
tional types featuring diamonds, 
watches, etc.; educational types; 
account-opener types, which create 
an immediate demand in order to 
bring customers into our stores. 

“Now that we have gotten our 
new accounts, the next thing is 
to see that we keep those accounts 
active. Have good salesmen, the 
type that induce people to buy. 
Encourage the friendly atmos- 
phere which a business of our 
type can assume. Greeting all 
customers by name is important.” 


Activity in Washington 

At the third general session 
Aug. 18, Oliver A. Jenkins of 
Jacksonville, chairman of RJA’s 
Washington Committee, pointed 
out that fear of a large national 
deficit was the main cause of this 
year’s failure to get excise tax re- 
lief. He felt, however, the work 
done was not wasted. “We will 
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RJA OFFICERS 
President — Arnold A. Schiff- 
man, Greensboro, N. C. (re- 
elected). 

First vice-president—Durward 


_ Howes, III, Pasadena, Cal., suc- 
ceeding William S. Preston, Sr., 
| Burlington, Vt. 


Vice-president — Howard I. 


_Michaels, New Haven, Conn. 


(reelected). 


Vice-president — Herman Was- | 
_serman, Louisville, Ky. (re- | 


elected). 


_ Vice-president—Oliver A. Jen- | 


kins, Jacksonville, Fla. (this 
vice-presidency newly created). 


Secretary — Carlton G. Broer, 


Toledo, Ohie, succeeding Oscar 


Kind, Jr., Philadelphia. 


Treasurer—Jay C. Lighterman, 
Newark, N. J. (reelected). 

Executive vice-president for 
trade shows—Charles M. Isaac, 
New York (new classification). 


(Officers were chosen by the directors 
below on Aug. 14.) 


These are the newly-elected 
directors of Retail Jewelers of 


America, Inc.: 
Three-year terms: Carleton 


G. Broer, Toledo, Ohio; Dur- | 
ward Howes, III,* Pasadena, | 
Cal.; Howard I. Michaels,* New | 
_ Haven, Conn.; William S. Pres- | 
ton, Sr.,* Burlington, Vt.; Sol | 


Blickman,* Indianapolis, Ind.; 


Fred B. Dreifus,* Memphis, | 
Tenn.; H. A. Goldberg,* Ports- 
mouth, Va.; Oliver A. Jenkins,* | 
_ Jacksonville, Fla. me 
| Two-year terms: Lester | 
_Moon, Tallahassee, Fla.; Henry 
Ruhl, Harrisburg, Pa.; Lester 
_Thomas,* Findlay, Ohio; Wil- 
liam M. Wright,* Silver Spring, 
'Md.; Oliver R. Brecht,* Balti- | 
more, Md.; Tom Fox, Grand | 
| Rapids, Mich.; Seymour Green- | 
_berg,* Yonkers, N. Y.; Jay C. | 
_Lighterman,* Newark, N. J. 


One-year terms: Robert Ab- 


_bott, Lowell, Mass.; Harry R. 
_Gerber,* White Plains, N. Y.; 
'Hugo Kofmehl, Duncan, Okla.; 
Arnold A. Schiffman,* Greens- | 
boro, N. C.; Clarence Olsen,* | 
Chicago, Ill.; B. G. Rudolph,* | 


Syracuse, N. Y.; Herman Was- 
serman,* Louisville, Ky.; Leo 
Weisfield,* Seattle, Wash. 


(*Served as RJA director during past 


year. Above directors chosen at mem- 
| bership meeting Aug. 14.) | 





























continue our efforts to abolish this 
unjust and discriminatory tax,” 
he promised. 

Jenkins also pointed out the 
Washington office’s accomplish- 
ment of obtaining a ruling that 
provides tax credit on exchanges 
and returns when made by the re- 
cipient of a gift. He mentioned 
he was “hopeful” of getting a re- 
versal of the Internal Revenue 
Service’s ruling that disqualifies 
retailers from claiming a tax ex- 
emption on Gellman-type sales. 


Other points brought up: 
® The Washington committee 


will fight any efforts to establish 
standby credit controls. (“We will 
oppose any bill that would add to 
our burdens.”’) 

@ Attempts are being made to 
aid small business with a tax bill 
that would exempt reinvested 
earnings. 

@ Opposition is being directed 
against a proposed increase in the 
amount of duty-free goods allow- 
able into this country. 

Following Jenkins’ report, 
Howard I. Michaels, chairman of 
the committee on membership and 
affiliates, spoke on his committee’s 
efforts to increase the strength of 


RJA. 


Cut These Shipping Costs 

George R. Frankovich, executive 
secretary of the Manufacturing 
Jewelers & Silversmiths of Amer- 
ica, and head of the group’s Jewel- 
ers’ Shipping Service, declared 
that the 250 manufacturers who 
use this service have saved $250,- 
000 a year in shipping costs. 

The jeweler, he said, spends an 
average of 1% per cent of his 
gross costs for transportation. 

Much of the transportation ex- 
travagance, Frankovich said, 
comes from sending non-precious 
items and items that require no 
special speed in delivery by too- 
costly means. 

Frankovich said he expects an 
increase in parcel posts rates next 
year. 


First Elections Held 

Main order of business at the 
final meeting, Aug. 13, was the 
election of the new board of di- 
rectors (see box). Since this was 
the first election of directors ever 
held at an annual meeting of RJA, 
all 24 posts had to be filled, eight 
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“MAN OF OUR TIME”—AND WOMAN: Two famous people joined Gruen 
Watch Co. at its exhibit suite during the New York RJA convention and show. 
Columnist Drew Pearson was on hand to receive the first “Man of Our Time” 
award from the Gruen Guild, and Eva Gabor, Hungarian-born actress, helped 
draw the winning entry in Gruen’s convention contest. Helping her is James H. 


Hetzel, left, chairman of Eisenstadt Manufacturing Co. 





each for three-, two- and one-year 
terms. From now on, only one- 
third of the posts will be open for 
election in any one year. 

Other business dealt with two 
proposed amendments to the by- 
laws by the New York State RJA 
affiliate. 

The first amendment would have 
eliminated the “A” and “B” direc- 
tor classifications (the by-laws 
specify in effect that 12 directors 
be chosen from former ANRJA 
members, as Class “A” directors, 
and 12 from former NJA mem- 
bers, as Class “B” directors.) Ar- 
gued the New York group: “If we 
are really going to have a merger, 
all references to the old associa- 
tion should be eliminated.” 

The RJA executive committee 
and board of directors opposed 


the amendment on these grounds: 
“The abolition of the ‘A’ and ‘B’ 
classifications of directors is not 
required in order to produce co- 
hesion in the management of the 
corporation. Voting... has never 
been along ‘party lines.’ On every 
controversial issue there have 
been both ‘A’ and ‘B’ votes on each 
side of the question.” 

The second proposal would have 
eliminated the requirement that 
any proposed amendment or re- 
peal of the by-laws must be set 
down in writing in the official no- 
tice of the meeting. 

RJA’s reason for opposing this: 
“Without the requirement for 
such notice, ill-considered or self- 
seeking amendments could be pro- 
posed, on the spot, at any meeting, 
and might be rushed through 


without opportunity on the part 
of those who must vote on them 
to give them due consideration.” 

Both amendments were over- 
whelmingly defeated by a rising 
vote of members present and the 
proxy vote of those not attending. 


Excises, Fair Trade, et al. 

Resolutions were adopted on the 
following subjects: 

@ Registered mail. The Post 
Office Department should review 
increased rates. 

@ Excise taxes. 
fight for repeal. 

e@ Fre-pricing and pre-ticket- 
ing. Deceives customers, should 
be attacked under present laws, or 
with new laws. 

@ Cooperative advertising. It’s 
useful, should be continued by lo- 
cal groups to help educate the 
public about jewelers. 

@ Credit controls. Oppose any 
proposal to place installment 
credit controls in effect. 

@ Fair trade. Urge Congress to 
pass effective legislation. 


Continue the 


Advisory Council Elects Lucas 


In a separate meeting, the Ad- 
visory Council, which consists of 
the presidents and secretaries of 
the 31 affiliated associations, 
elected James C. Lucas, managing 
director of the Indiana Jewelers 
Association, as chairman. 

Regional vice-chairmen are: 
John J. Tobin of Oregon City, 
president of the Oregon RJA; J. 
Francis Thibault of Utica, secre- 
tary of the New York RJA; George 
B. Hardy of Norfolk, president of 
the Virginia RJA, and Clarence 
M. Moses of Cleveland, executive 
secretary of the Ohio RJA. 





* 


FUN NIGHT: RJA members and guests gathered in the 
grand ballroom of the Biltmore Hotel Aug. 11 for roast 
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beef, dancing, entertainment, including Bob Kennedy of 
Oklahoma! fame and a breathtaking adagio dance team. 
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“Get set to go now!” jewelers told; 
Here's why—and how to do it 


Teen-age census figures, cur- 
rent fashion trends and rising 
family incomes promise a _ rosy 
future for the retail jeweler—if 
he uses his opportunities with in- 
telligence and enthusiasm, Eugene 
B. Mapel told the Jewelry Indus- 
try Council annual meeting August 
12 at New York’s Sheraton-East 
Hotel. 

“Get set to go now!” the vice- 
president of Barrington Associ- 
ates, Management consultants, 
urged retail jewelers. And he 
told them why “now” and how to 
“get set.” 

Excerpts from Mr. Mapel’s 
talk: 

Premarriage Market. If you 
think those five short words “Get 
Set To Go Now” mean that you 
are moving into a position in 
which you can get more sales and 
make money—you are absolutely 
right. Your opportunity is made 
up of a number of oncoming de- 
velopments or elements. 

Of prime importance is the in- 
creased millions of youngsters 
born since 1940, who are getting 
into the 16-and-over age group. 

This young-in-age population 
group is aptly labelled the pre- 
marriage market—a market that 
means gifts for graduations, en- 
gagements and other occasions; 
gifts such as watches, silver, col- 
ored stone rings, diamond jewelry 
and other jewelry. 

You should be feeling the ef- 
fects of the increased size of the 
premarriage market this year, and 
be even more conscious of its 
sales-producing value next year. 
By 1962 you should be showing 
substantially increased sales from 
this market... 

Booming Wedding Market. As 
the 16-year-old girls move on into 
the “18-year-and-over-group,” in 
great numbers, your wedding mar- 
ket will grow. From 1960 on the 
marriage market will continue to 
grow in numbers. 

Jewelry Is Fashion. Next con- 
sider the increasing interest of 
the American women in new 
clothes and new fashions in clothes 
and the opportunity for the sales 
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of jewelry that these new fashions 
are creating. 

Your organization acted on the 
opportunity when it created the 
Fashion Coordination Institute. 

Regardless of what you may 
think of fashion in women’s ap- 
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Eugene B. Mapel 


“More people ... more money... 
more sales.” 


parel, fashion is going to be of 
increasing importance to you in 
the years ahead... . If the jewelry 
industry starts now, this phase of 
your over-all opportunities to in- 
crease sales will have real mean- 
ing for you today and for years to 
come. 

Family Incomes Up. The fourth 
opportunity to increase jewelry- 
store sales is concerned with fam- 
ily income statistics. . . . In 1950 
we had 6,400,000 families with in- 
comes above $5,000, after taxes. 
In 1956 the number jumped to 14,- 
600,000 families. And, looking to 
1960, less than a year and a half 
away from today, you can expect 
to find 22,800,000 families with in- 
come above $5,000 a year, after 
taxes. 

To sum up why you should get 
set now: you are going to see: 
More families with more income. 
More people interested in their 
personal appearance and a con- 
sequently greater interest in so- 
cial life. Numerically larger— 


larger than ever in the history of 
our country — premarriage and 
marriage markets. 

Next you will want to know how 
to get set. 

Real Enthusiasm. The first 
fundamental is the all-important 
matter of enthusiasm. ... To your 
customers, what you sell is far 
more than merchandise. Your 
business is founded on sentiment, 
romance, affection, the intangibles. 
What you sell makes people proud, 
thrilled, happy. 

You are surrounded by things 
of beauty, created from the earth’s 
riches by the skill and artistry of 
designers, iapidaries, watchmak- 
ers, silversmiths and goldsmiths 
with age-old traditions. 

You are part and parcel of 
memorabie occasions in the lives 
of your customers—the young 
couple selecting their engagement 
ring and depending on your coun- 
sel; the father buying a gradua- 
tion watch; the husband seeking 
an anniversary gift. 

It is not given to many of us 
to make our living in surroundings 
of beauty, to make our living by 
contributing to others’ happiness. 

Emphasis on enthusiasm is more 
important than ever today; and in 
the years immediately ahead. 
Why? Because the flood of buy- 
ers coming into your store from 
the pre-marriage age-group will 
be first time buyers. If any par- 
ticular type of customer needs a 
genuinely enthusiastic and basic 
story, it most certainly is a first 
time buyer. 

Planned Advertising. Now is the 
time to re-examine your entire ad- 
vertising operations. Make sure 
your appropriation is adequate, 
not only for today’s job; but also 
for the job of helping to bring in 
more customers from 1960 on, the 
year in which the marriage mar- 
ket begins to grow. 

Make out a year-round schedule 
for advertising; break it up into 
quarterly and monthly periods; 
stick to it. And see that your ad- 
vertising seeks to sell merchandise 
for self-use as well as for gift 
purposes. Hang on to and expand 
your gift sales, but don’t overlook 
the job of making people want to 
buy your merchandise for them- 
selves. 

Credit Policy Need Change? Re- 
examine your credit policy, espe- 
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cially with respect to girls and 
young women in the pre-marriage 
market. Department stores and 
specialty shops are already on the 
job of wooing this younger mar- 
ket through changes in credit 
policies. Also take another look 
at installment selling. 

Merchandise Selection. Check 
into your current policy on the 
merchandise selections you are 
offering the public. Look at your 
community; check the changes you 
see taking place. Examine the 
basic types of merchandise you 
carry in the light of new market 
information that is being turned 
up on the basic types of products 
you carry. 

Steriing silver is an example of 
a basic type of product on which 
new marketing information has 
come to light within the last 
year. This new knowledge says: 
You, Mr. Jeweler, can sell a lot 
more sterling silver in 1960 than 
you did in 1956, if you will join 
hands with sterling silver manu- 
facturers in doing a desire-creat- 
ing job among that vast army of 
new families in the $5,000 a year 
and over income group. 

A lot of diamond engagement 
rings are going to be sold from 
1960 on and for many years to 


come. If I were a jeweler I would 
start right now labelling my store 
as an “engagement ring head- 
quarters.” 

Sell Them Watches. The next 
time a well-dressed man comes 
into your store, try to get him to 
compare the weight and appear- 
ance of one of your new wafer- 
thin watches with the weight and 
appearance of the watch he is 
wearing. Comparison could bring 
sales. 

Promote Your Industry. You 
are going to have competition 
aplenty, in your fight to cash in on 
the new opportunities ahead. Your 
competition, as in the past, will 
continue to be from individual 
businesses in other industries, 
each acting on its own. But, in 
addition, you will also face in- 
creased competitive pressure from 
industry groups. 

I cannot recommend too strong- 
ly to you, today, that in your plan- 
ning for the immediate future of 
your own business, that you make 
adequate provision for financial 
support for the nationwide pub- 
licity and promotional work the 
Jewelry Industry Council can do 
in helping you and your industry 
to cash in on the opportunities 
that are ahead. 


RJA’s five-day Chicago show features 
open forum on installment credit 


The fast disappearance of group 
fears and rivalries was spelled 
out at the Conrad Hilton hotel in 
Chicago on the night of July 27. 

On the first day of RJA’s trade 
show and cenvention, the Indiana 
Jewelers Association held its own 
annual meeting. Indiana, members 
recalled, had never affiliated pre- 
viously with a national associa- 
tion; yet, as RJA President Ar- 
nold A. Schiffman declared: 

“Indiana was the first state to 
receive a charter from RJA. This 
was the first time a state group 
has held its own convention at an 
RJA show. And this was the first 
time Indiana has ever met outside 
its own state.” 

James C. Lucas, managing di- 
rector, said that the Indiana as- 
sociation now has 125 of Indiana’s 
650 jewelry stores as members— 
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and it registered 300 people at the 
Chicago show. 


“Can Wear Only One Watch” 

Ray Goodman of Goodman Jew- 
elers, Indianapolis, led a lively 
discussion about how to counter- 
act the trend to pin lever watches. 
“A person can wear only one 
watch,” he said, “whether it costs 
$6.95 or $69.50. Every time a pin 


lever watch is sold our problem 
becomes more difficult. Respected 
TV announcers call them ‘fine,’ 
implying that a jeweled lever 
watch is not a better watch.... 
We must re-educate the public 
somehow. Instead of just saying 
that the case is base metal or 
anodized aluminum or declaring 
that ‘it probably won’t last long,’ 
why not open the case and com- 
pare the movement of a pin lever 
watch with the movement of a 
fine watch?” 

The recent trend to white gold 
jewelry, Goodman said, hands jew- 
elers an opportunity to outdate 
most jewelry the public now 
wears. “When customers come in, 
show them the new white gold,” 
he advised. “Here is something 
new—and the trend has never 
been publicized, even in Vogue or 
Harper’s Bazaar.” 

Lucas said the association will 
continue to work for passage of a 
diversion of trade bill in Indiana. 
These new officers were elected: 
Charles E. Feffer of Indianapolis, 
president; John W. Sauer of Fort 
Wayne, vice president; Theodore 
J. Welp of Jasper, second vice 
president, and Harold L. Hunt of 
Indianapolis, treasurer. 


United We Stand 

“Togetherness,” the word made 
famous by McCall’s magazine, was 
the theme of RJA’s first session 
on Monday, July 28. “The Chicago 
show is essential to the industry 
and serves a definite purpose 
that cannot be denied,” President 
Schiffman said. “The California 
show has the same reason for ex- 
istence—a convention for the area, 
and 2,000 to 3,000 people are ex- 
pected to attend.” 

“Togetherness is a magic word 
—more than a word,” said How- 
ard I. Michaels of New Haven, 
Conn., chairman of the committee 
on membership and affihates. “To- 
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NEED FOR MORE MEMBERS: President Schiffman opens first session at 
Chicago. Howard I. Michaels, far right, is head of RJA membership committee. 
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getherness is the greatest force in 
the universe of man. It is the only 
force that can outlaw the atomic 
bomb by bringing East and West 
together. Men can do everything 
together, and very little apart. To- 
getherness is the most important 
ingredient in victory of any 
kind. ... 

“Two years ago retail jewelers 
were divided into two camps—two 
associations, ANRJA and NJA, 
each weak because of the exis- 
tence of the other. Last year sig- 
naled the achievement of great 
togetherness in our industry, in 
the absence of which we had one 
of the weakest trade voices in 
America. 

“All jewelers can now belong to 
both state and national associa- 
tions with a single payment of 
dues. Competition between state 
and national has been wiped out; 
split loyalties have all but dis- 
appeared; the states and RJA are 
now working ‘together.’... 

Supporting the same_ theme, 
James C. Lucas, managing direc- 
tor of the Indiana association, 
said: “I’m tired of the question: 
‘What has the XYZ Association 
ever done for me?’ Do you ask 
your church or synagogue ‘What 
has it done for me?’ before you 
join it? What will it be able to 
do today, tomorrow, next month? 
That’s the important thing.” 

Lee Isenberg, Hartford, Conn., 
executive secretary of the Connec- 
ticut RJA, said that when the 
druggists were battling for Fair 
Trade, 400 telegrams came from 
Connecticut in a_ single week. 
“That’s grass-roots cooperation,” 
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NIGHT IN PARIS: Travel posters, French newspapers, Ile de France hats give Gallic flavor to Chicago dinner-dance. 


he declared. It’s precinct work 
that wins elections. With strong 
state support, the national organi- 
zation ceases to be a_ hollow 
CTT ial nie? 


The Right Way to Dun 

An open forum discussion on 
“How to Operate a Credit Jewelry 
Store” is traditional at Chicago. 
It furnished the program for Tues- 
day, July 28, with three panelists 
and many questions from the floor. 

Jay C. Lighterman of Tappin’s, 
Newark, N. J., discussed handling 
the sale, the credit man’s inter- 
view and collection procedure. The 
salesman, he said, accepts any 
down payment that the customer 
wishes to make, and writes up the 
contract. The application - taker 
completes the contract. Then the 
credit man interviews the cus- 
tomer. 

“If the credit man feels that 
the customer is entitled to more 
credit than he seeks, he should 
take the customer back to the 
salesman and tell the salesman 
how high he can sell him. If the 
salesman wrote up a sale for too 
much credit, the credit man should 
suggest to the customer that he 
make a selection in the price range 
that will not inconvenience him or 
cause hardship.” 

Prompt and proper dunning will 
make collections high and provide 
opportunities for add-on sales, 
Lighterman went on. “Whenever a 
customer owes too much or is be- 
hind in his payments he will buy 
elsewhere. ... All promises which 
you receive from a_ customer, 
whether by mail, phone or in per- 


e<. 


son, should be followed up care- 
fully the day after promise. If 
the customer fails to keep the 
promise, a broken-promise letter 
should go out promptly.” 


Let Salesmen Take Inventory 


“Inventory Control” was de- 
scribed by Oliver R. Brecht of Re- 
liable Stores, Baltimore, as some- 
thing “to which all of us pay too 
little attention.” Yet, he said, un- 
less you keep constant tab on in- 
ventory as well as sales, you can 
buy yourself into difficulty. 

Make people on the sales floor 
responsible for inventory control, 
he advised. “They have the time, 
between customers; they’ll take 
great pride in accurate records, 
and can often do a better job than 
the manager can, because the 
manager has so many other things 
to do.” 


Not by the Seat of Your Pants 


The third panelist, Sol Blickman 
of Rogers & Co., Indianapolis, dis- 
cussed sales promotion manage- 
ment. He, too, stressed the im- 
portance of records. “As to sales 
promotion, most jewelers run their 
business by the seat of their 
pants. What we should do is to 
forget our own opinions and emo- 
tions, accumulate the facts and 
make a factual] diagram of our 
business. One of the big advan- 
tages which the chains have is 
that they run their business in an 
impersonal manner. They go by 
their records, divorcing their per- 
sonal viewpoint. Independent op- 
erators should realize that fact.” 

Figure out what you want your 
store to mean to your community, 
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he advised. “You have to mean 
something to people, give them a 
reason to buy from you. Figure 
out a character for your store and 
then stick to it.” 

A questioner asked: “What 
about dishes and other non-jew- 
elry account-opening promotions? 
How do they affect the character 
of a jewelry store?” 

Blickman answered: “There are 
no absolutes in business. After 
you adopt a character for your 
store, you still have the problem 
of bringing the public in, in a 
larger than normal way. You need 
to promote. But what to promote? 
In the credit business, our object 
is to keep accounts receivable at 
the right level, and to keep a 
family of customers, including 
new people. Few jewelry items 
seem to lend themselves to high 
traffic, so you have to use non- 
jewelry promotions. 

“Electric tools were successful 
a while back. Melmac looks good 
now and is not quite so foreign to 
the jewelry business. Hi-fi is 
a tremendous opportunity today. 
There is a great difference in the 
quality of promotions, and cus- 
tomers must be satisfied, with 
the right to return merchandise. 
Otherwise, you are adding neither 
to your good will nor to the char- 
acter of your store. Getting back 
to the question, if you want to 
open 100 new accounts in ten days, 
what can you offer in jewelry?” 


State Association Day 


Executives of three state asso- 
ciations spoke at the third and 
last general meeting on Wednes- 
day, July 30, They were Ben W. 
Heald of Thiensville, Wis.; Her- 
man M. Hollander of Pittsburgh, 
Pa., and A. M. Foss, of Minot, S. D. 

It was announced that day that 
the Chicago Convention and Trade 
Show will be held next year at the 
Conrad Hilton hotel, July 19-23. 


Larger Washington Office 


In his report to the directors, 
submitted that day, President 
Schiffman reviewed the year’s ac- 
tivities and made three specific 
recommendations: 

(1) That membership and affili- 
ate records should be transferred 
from New York to Washington, to- 
gether with publicity and public 
relations activities. “The New 
York office should be devoted to 
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trade shows and merchandising. 
Accounting and finance might also 
be retained in New York, as the 
board may deem wise.” 

(2) “That one or more teams of 
jewelry store experts travel over 
the country, state by state, to 
instruct in store management, cov- 
ering inventory control, account- 
ing, credit procedures, merchan- 
dising, advertising, packaging and 
personnel improvement.”’ 

(3) That future presidents of 
RJA be granted a fund to use 
within their own discretion. “My 
own experience has taught me that 
this is an expensive job to hold; it 
requires at least one additional 
person in the home organization, 
plus a natural resulting loss of 
sales if the individual executive is 
one who normally does sizeable 
selling in his own organization.” 

Asked how much of his time the 
duties of the presidency have de- 
manded during the past year, 
Schiffman replied: About half. 


Hamilton will expand 
its world watch sales, 


plans Swiss production 


Hamilton Watch Co. plans to 
start making some of its watches 
in Switzerland in about a year, 
according to President Arthur B. 
Sinkler. 

The Lancaster firm last month 
received approval from the Fed- 
eration of Swiss Watchmakers to 
build or buy a watch assembly 
plant in Switzerland, the first such 
grant to an American manufac- 
turer since 1933, when the Federa- 
tion was formed. Approval of the 
Swiss government is expected to 
follow. Hamilton presently im- 
ports some Swiss watches. 

Sinkler said the Swiss operation 
would probably start on a small 
basis and expand slowly. “Cer- 
tainly,” he said, “there won’t be 
any change in Hamilton’s present 
importing plans for at least a 
year, since Hamilton has purchas- 
ing agreements which must be ful- 
filled.” Whether Hamilton will 
build or buy an existing plant in 
Switzerland has not yet been de- 
cided. 


Market—The World 


Sinkler pointed out that Swiss 
production of watches was only 
one step in the overall plan of his 


firm to expand into the world 
watch market. 

“There is a basic inter-depen- 
dence between our plans for the 
U. S. market and our plans for the 
world market,” he said. “We do 
not anticipate a decrease in the 
manufacture of domestic watches 
at our Lancaster plant. On the 
contrary, the continuation of 
manufacturing operations and 
technology in America is essential 
to successful operations of our 
firm. We plan to sell high-quality 
watches in any and every market 
we can find throughout the world, 
and the technology for this activ- 
ity is in our American operation.” 


JVC will review 
trade practices of 
watch attachment firms 


Manufacturers of watch attach- 
ments will discuss trade practices 
and consumer protection Sept. 12, 
in New York. 

The watch attachment makers 
will meet at the Hotel Biltmore, 
under the auspices of the Jewelers 
Vigilance Committee. 

Other activities of the Vigilance 
Committee discussed at the semi- 
annual meeting Aug. 13, as re- 
ported by Chairman Gustav H. 
Niemeyer of Handy & Harman: 

® Completion of a case of false 
advertising against a New Jersey 
concern. “This case,” said Nie- 
meyer, “involved a_ bold and 
brazen attempt to falsify the facts 
and prices of diamonds bought at 
auction.” The FTC has served a 
complaint against the company, 
he said. 

® Preparation of a request that 
Congress amend the Stamping Act 
of 1906 to include a requirement 
that whenever a quality mark is 
used it must be accompanied by a 
firm’s trade mark. 

Niemeyer called for cooperation 
among various segments of the 
jewelry industry in government 
matters, to avoid duplication and 
confusion. He also suggested that 
firms which use advertising agen- 
cies make sure that those agencies 
are aware of the new Trade Prac- 
tice Rules of the Federal Trade 
Commission, so that they don’t 
violate any rules in ad copy. A 
four-page pamphlet, “Do’s and 
Don’ts of the FTC Jewelry Rules,” 
has been prepared by JVC. 
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Zale chain adds 16 new stores in three months 
for 102-store total; $37 million sales in year 


The fantastic riches-to-more- 
riches and progress-to-more-prog- 
ress story of the Zale Jewelry Co. 
in the last year and a half is ex- 
traordinary—all the more so be- 
cause it happened in a business 
“recession.” 

- How the Zale chain rounded up 

$1.5 million from a non-spending 
public in. a stock offering, and 
how it used the money to buy 30 
new stores from Los Angeles to 
Norfolk, Va. (16 of the stores ac- 
quired in April, May and June 
1958), is set down in its latest 
financial report. Here’s what 
big-time progress really is: 

Late in 1957, Zale sold 125,000 
shares of stock, the first-ever pub- 
lic offering in the firm’s 34-year 
history. The working capital real- 
ized from the sale, $1,462,500, was 
earmarked for “acquiring the as- 
sets or total capital of additional 
retail and wholesale stores.” 

**In all, 14 new stores were 
added during the 12 months end- 
ing March 381. That made 8&6 
stores in the chain, in 18 states. 
In April, May and June Zale gath- 
ered up 16 more stores—four in 
the Los Angeles area, five in Vir- 
ginia, one each in Salem, Ore., and 
Farmington, N. Mex.; leases were 
signed for stores in Phoenix, 
Ariz.; Monroe, La., and a subur- 
ban shopping center in El Paso, 
Tex. The two Hess & Culbertson 


stores in St. Louis, Mo., were also 





KREISLER’S COMBINATION: “You men will be going 
out with an exciting, high-fashioned product . . . backed 
with sound new merchandising aids,” said President Toby 
Stern to these salesmen and executives of Jacques Kreis- 
ler Manufacturing Corp., in New York recently for their 
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added. That makes a total of 102. 

**Total Zale sales (Mar., ’57- 
Mar. ’58) were more than $37 mil- 
lion, a record high, up $1.2 mil- 
lion from 1957. Net earnings were 
$2.2 million. 

**The Fine Jewelers Guild, 
made up of 10 top-quality stores 
owned by Zale, kept individual 
names, ‘to enable discriminating 
buyers to purchase the most pre- 
cious jewelry obtainable.” Guild 
stores: Boswell’s in Tulsa, Okla.; 
Corrigan’s in Houston; Hartwell’s 
in Oklahoma City; Hausmann’s in 
New Orleans; two Hess & Cul- 
bertson stores in St. Louis; M. 
Jacoby in Portland, Ore.; Levitt’s 
in Wichita, Kan.; Selle’s in St. 
Louis; and Wolf’s in Topeka. 
Other Zale-owned stores with dif- 
ferent names: three Lewis Jewel- 
ers, two Mission Jewelers, and 
three Royal Jewelers. 

**Zale’s New York buying divi- 
sion has grown to 50 people, proc- 
esses 10,000 diamonds a_ week, 
100,000 watches a year, plus pro- 
digious amounts of jewelry. 

**To handle the increased di- 
rect-mail advertising, the printing 
division has added a rotary press 
which can print 60,000 impres- 
sions an hour in six colors. The 
advertising department employs 
23 people; budget is the highest 
ever today. 


**Zale’s 1517 employees this 


year were given a $465,208 con- 


tribution by Zale for their profit- 
sharing plan. Employees can buy 
stock shares in the company. 

**In 1956, Zale added a carry- 
ing charge to offset the cost of 
installment accounts (80 per cent 
of sales are on credit). Income 
from this source was $1.4 million. 

**Federal income taxes totaled 
$1,807,500. 


Gold Filled makers will 


expand educational program 


The Gold Filled Manufacturers 
Association education program, 
until now offered only to a com- 
paratively few retailers, will be 
introduced shortly on a more 
wide-sweeping scope in 25 key 
markets. 

Purpose is to tell owners, man- 
agers and salespeople the inter- 
esting “gold filled story” so that 
they can enthuse customers. 

What will happen, using Dal- 
las, for instance, as a typical ex- 
ample, is this: a Gold Filled rep- 
resentative will set up a _ well- 
prepared exhibit and _ presenta- 
tion in the Adolphus Hotei. He 
will then send printed invitations 
to retail personnel and manage- 
ment of jewelry, department and 
specialty stores. Visitors will see 
gold filled watches, jewelry and 
other items, plus a display of the 
gold filled sheets, tubes and wires 
from which those products are 
made. Visitors will receive pro- 
motional material and prizes. 











semi-annual sales meeting. The combination, Stern feels, 
will be of “encouragement to all our jeweler friends.” 
Salesmen saw new designs for fall in men’s and women’s 
watchbands, leather straps and Colibri pocket and table 
lighters, and discussed a new merchandising method. 





Pin lever imports jump 300 per cent in 
three years, U. S. firms also make more 


In 1954, less than half of U. S. 
watch customers chose pin lever 
watches. But last year almost 
three out of every five watch-buy- 
ers selected low-priced watches 
with no jewels or only one jewel. 

In the same three-year span, pin 
lever imports jumped 300 per cent, 
from less than 2 million units to 
5.8 million. Domestic production, 
too, rose, from 5.5 to 6.3 million 
units. 

Jeweled levers, through all this, 
were losing ground. U. S. produc- 
tion in first-quarter 1958 fell one- 
third in units and nearly one-half 
in dollar value below the level of 
first-quarter 1957. Jeweled lever 
imports are down, too. 

Many of the reasons for this 
fast-changing complexion of the 
U. 8S. watch marketplace are set 
down in a report published in July 
by the U. S. Tariff Commission. 
This is the third such Commission 
review of the nation’s watch indus- 
try since President Eisenhower 
raised tariff duties by 50 per cent 
in 1954, to protect domestic mak- 
ers from increasing foreign com- 
petition. 

Here’s what the review shows: 

©eThe 1954 tariff increase 
weighed most heavily on watches 
with 7 or more jewels, virtually all 
of which are jeweled levers. In 
addition to the general 50 per cent 
duty rise, there was an extra 414¢ 
boost for each jewel over 7. This 
had scant effect on pin levers, since 
few of them had more than 1 jewel. 

© ¢@ Importers brought in much 
smaller pin levers than were made 
domestically (particularly, wom- 
en’s models) and marketed them in 
attractively-designed cases. Shop- 
pers liked the style—and the price. 
Thin imported models of men’s pin 
levers “have a closer outward re- 
semblance to conventional jeweled- 
lever watches than to any domestic 
pin-lever watches.” Pin levers 
started coming in a great variety 
of sizes, shapes and styles and with 


did. “One such manufacturer has 
been highly successful, especially 
with men’s watches.” The four 
U. S. manufacturers—U. S. Time 
Corp., General Time Corp., E. In- 
graham Co., New Haven Clock & 
Watch Co.—sold 6.3 million pin 
levers in 1957. They produced 73 
per cent more units (1.9 million) 
in the first three months of ’58 
than in the like 1957 period (1.1 
million). 

© @ Another factor contributing 
to pin lever sales, the report said, 
has been “the mounting cost of 
repairs on jeweled levers. In a 
period of business recession, this 
concession alone would account for 
a marked shift in sales from jew- 
eled-lever to pin-lever watches.” 

®@ Price for most of the new- 


look pin levers was set midway be- 


tween the highest-priced domestic 
pin levers and the lowest-priced 
domestic jeweled levers. This 
proved to be the “right” range for 
many customers; imported pin- 
levers offer “serious competition to 
jeweled lever watches, both foreign 
and domestic.”’ 

© @ Pin levers today “so closely 
resemble higher-priced jeweled 
levers that few laymen can tell the 
difference,” the report contends. 

© © The tally in 1957: Pin levers 
accounted for 11.6 million of the 
20 million units consumed in the 
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U. S. In the first quarter of 1958, 
of the 3.9 million watches bought, 
2.7 million were pin levers—an 
overwhelming 70 per cent! 


What’s happening to jeweled 
levers? 


© © Jeweled lever imports were 
6.9 million units in 1957 (the same 
as in 1956). 

© © Many imports contain special 
features (self-winding movements 
in women’s sizes, chronographs, 
alarms, etc.) not found in wholly 
domestic watches. Only one U. 8. 
jeweled lever maker (and only one 
U. S. pin lever maker) currently 
produce self-winding movements, 
and these are available only in 
men’s size models. 

© © Domestic production of jew- 
eled levers was 1.5 million units in 
1957, down from 2.1 million in 
1956. Elgin, Hamilton and Bulova 
were listed as the three domestic 
makers. 

© @ In the first quarter of 1958, 
fully 89 per cent of the total U. S 
jeweled lever production was of 
more-than-17-jewel movements (in 
1957 these movements were only 
70 per cent of total production.) 

® © Before 1952, U. S. makers of 
jeweled levers did no other kind of 
manufacture. In 1957, their watch 
sales were only 47 per cent of their 
total business. The other 53 per 
cent was in defense projects and 
in more and more other diversifica- 
tion. (Watches were only 30 per 
cent of their total business in first- 


quarter 58.) 


FOR PURVEYORS OF GLOOM, SURPRISES: Executives and regional sales 
directors of A. Cohen & Sons Corp. sit for the “wind-up” dinner at the largest 
meeting in the firm’s 47-year history. “More optimism and genuine enthusiasm 


“improvements in quality.” 
®@Domestic pin lever makers 
were not standing still, either. 
They started making narrower, 
thinner models than they formerly 


was shown,” said president Hyman J. Cohen, “than at any meeting in my 
recollection.” Business during the last half of the year, Cohen predicted, “will 
take the purveyors of gloom completely by surprise.” 
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TO EUROPE, FROM KEEPSAKE: C 


Keepsake Sweepstakes winners get Europe trips 
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lines waded through this dune of Sweepstakes entry blanks, came up with 15 
consumer contest winners, 4 dealer winners. The 4 dealers and the top con- 
sumer winner wil] get ‘17-day trips for two to Europe via KLM Royal Dutch 
Airlines. Helping Cay is firm President Robert A. Pond. 


Mrs. L. R. Stonecipher of Syca- 
more, Ill., was getting ready for 
her first trip to Europe last 
month. She would fly there first 
class KLM Royal! Dutch Airlines, 
would visit Rome, London, Paris 
and Amsterdam. She’d wear her 
new $1000 diamond ring, and 
could be carefree about expenses. 

Mrs. Stonecipher was the top 
winner of A. H. Pond’s Keepsake 
Sweepstakes, and Pond will pick 
up the tab for her 17-day Europe 
journey. The diamond ring she’ll 
be sporting is her bonus award 
for correctly answering the ques- 
tions on the Sweepstakes entry 
blank. And she’s entitled to a 
companion on the trip. 

There were four second-place 
contest winners, each of whom re- 
ceived a $1000 diamond ring. The 


ten third-place winners’ each 
copped a $500 diamond ring. 
Mrs. Stonecipher may _  en- 


counter four Keepsake dealers on 
her tour. The four, each of whom 
submitted more Sweepstakes en- 
try blanks than any other dealer 
in each of four city-population 
contest groups, also got 17-day 
trips for two via Dutch Airlines. 
Lucky dealers are: Edwards Jew- 
elry Co. of Omaha, Neb. (cities 
over 100,000 population); M. 
Judd Jewelry Co. of Albuquerque, 
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N. Mex. (cities with 50,000-100,- 
000 population); Kirkpatrick’s of 
Aberdeen, S. Dak. (cities with 
10,000-50,000 people); and Wil- 
liam R. Furches of Murray, Ky. 
(cities under 10,000 population). 





Halligan resigns Hamilton 
post, with firm 30 years 


Hamilton Watch Co. has an- 
nounced the resignation of Lowell 
F. Halligan as vice-president and 
member of the board of directors. 

Halligan joined the Lancaster, 
Pa., watchmaking firm in 1929, a 


ee. 
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Lowell F. Halligan 

year later was appointed advertis- 
ing manager of the Illinois divi- 
sion. In 1930 he took over as east- 
ern sales manager of the Hamil- 
ton-Sangamo clock division, has 









since been active in the firm’s 
sales policies and operations. 
From 1931-1947, as director of 
sales research, Halligan helped 
launch the “Hamilton Plan” of 
zoned distribution. This was one 
of the earliest moves by any na- 
tional manufacturer to protect its 
trade rights in product sales. In 
1952, after he was named vice- 
president, Halligan helped change 
Hamilton’s method of distribution 
from traditionally wholesale to 
direct-to-retailers distribution. 





Oklahoma RJA will separate 
convention from trade show 


Jewelers in Oklahoma have 
agreed to a proposal by the exec- 
utive committee of: the Oklahoma 
RJA to hold the state’s jewelry 
and gift show in the fall. 

In the past, the show was held 
with the convention in the spring. 
Now the ORJA is planning an 
Oct. 11-12 buyers’ show at the 
Skirvin Hotel in Oklahoma City, 
and will conduct a two-day con- 
vention and retailing school — 
without a show—sometime next 
February. 





New Hampshire RJA features 
re-election of all officers 


All officers of the New Hampshire 
Retail Jewelers Association were re- 
elected at the 43rd annual convention 
held recently in Portsmouth. 

They are Roger Brassard of Man- 
chester, president; David McAlister 
of Woodsville, vice-president; Robert 
Burque of Nashua, vice-president, and 
Mrs. Roger Brassard of Manchester, 
secretary-treasurer. 





10,000 new members expected, 
Schiffman tells Vermont RJA 


Within the next few weeks an ag- 
gressive campaign wil! bring 10,000 
new members into the Retail Jewelers 
of America, Arnold Schiffman, presi- 
dent of the national organization, told 
members of the Vermont RJA at their 
recent convention. 

Schiffman addressed more than 100 
jewelers, their wives and guests at 
the convention held at The Lodge in 
Stowe, Vt. 

The program included a lecture on 
diamonds by Mrs. Gladys Babson 
Hannaford of New York, whose ar- 
ticles regularly appear in JC-K; a 
movie from J. C. Kepple Co., Pitts- 
burgh, showing the cutting of a dia- 
mond; a discussion on “The Watch 
Situation” by Al Levine of The 
Watchmakers of Switzerland. 











For back-to-school and 
Christmas Gift Selling! 











the first billfold in 
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PUT THE MAGNAFOLD IN A CUS- 
TOMER’S HANDS and RING UP A 
SALE! First,quality billfold with wafer- 
thin magnets that lock the passcase 
securely. No snaps, no catches, no strug- 
gling. One-piece construction. 
FE] lish Morocco and Gahna 
Polished Cowhide. Brown, 

black and tan. 

HUGO BOSCA COMPANY 

Springfield, Ohio 
Send me more information on the Magnafold 


In Gahana Coach Hide, Eng- 
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Bulova watchmaking school opens dormitory 





FOR THE HANDICAPPED, A CHANCE: Gov. Averill Harriman gets a 


_ close-up of the work of one of the disabled students at the Joseph Bulova School 


of Watchmaking during the eighth annual alumni homecoming Aug. 10, when 
the new 40-student Arde Bulova Dormitory was dedicated. Bulova chairman 


Gen. Omar N. Bradley looks on. 


The dream of the late Arde 
Bulova that badly-disabled war vet- 
erans and other handicapped have 
every chance for’ rehabilitation 


came a big step closer to reality 


Aug. 10, when 1500 guests and 
Governor Harriman of New York 
dedicated the new specially de- 


signed Arde Bulova Dormitory in 
Woodside, N. Y. 


The new dorm will provide room 
and board for 40 of the school’s 
students, which include paraple- 
gics, amputees, cardiacs, tubercu- 
lars and others. The school is now 


in its 18th year of helping the 





Mississippi RJA elects 
James Smith new president 


Talks on retail-store credit op- 
erations, jeweler education, the 
romance of diamonds, the age of 
“chiselry” and the history of ul- 
trasonic cleaning kept Mississippi 
jewelers busy and interested at 
their annual convention July 13- 
14 in Biloxi. 

Featured speakers included Os- 


car Kind, secretary of the Retail 
| Jewelers of America, Inc.; Direc- 
_tor Fred Dreifus of the Retail 


Jewelers of America; Henry H. 


i Harteveldt, New York diamond 





importer; and Lester Moon, vice- 
chairman of the American Gem 
Society. 
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handicapped to become self-reliant, 
productive members of society. 
School accomplishments to date: 
475 graduates, of whom 91 per 
cent are actively using their skills 
(80 have become proprietors of 
their own businesses); a reason to 
live for men many of whom other- 
wise would have been hopelessly 
bed-ridden; a new vitality and a 
will to “make it” on their own (the 
school’s wheelchair basketball team 
once challenged the famous Boston 
Celtics to a game, in wheelchairs, 
walloped them badly in a _ wild, 
careening free-for-all. ) 


Smith replaces Bill Lowery as 
president of the group. Other 
1958-1959 officers: Palmer Farns- 
worth, vice-president, and Jack E. 
Patterson, secretary-treasurer. 





Not enough postage on mail? 
5-cent penalty after Oct. 31 


The Post Office Department is 
postponing until Oct. 31 the 5¢ pen- 
alty on mail bearing insufficient 
postage. 

Previous plans were to start col- 
lecting the penalty charge on Aug. 
1 (the same date the new postal 
rates became effective.) But postal 
officials decided the public first 
needs to get accustomed to the 
higher rates. 








FAST 


s Introduction of the Tissot Diamond 
Classic series of ladies’ diamond 
watches was the highlight of the re- 
cent fall sales conferences of Holzer 
Watch Co., 501 Fifth Ave. in New 
York. A new line of men’s fashion- 
thin watches was also introduced. 

= Wideband Jewelry Co. has opened 
new offices at 37 W. 47th St., in New 
York. Move was made July 25. 

s Markus Jellink, managing director 
and vice-president of Ciro of Bond 
Street, Inc., chain firm, has _ been 
named chairman of the Costume 
Jewelry Division of USO Fund of 
New York for the 1958 campaign. 
es Ellsworth P. Hyde, comptroller of 
Tiffany & Co. in New York, has been 
elected a director of the New York 
City Control of the Controllers Insti- 
tute of America. Set up in 1931, the 
Institute is a non-profit management 
organization of controllers and finance 
officers from all lines of business. To- 
tal membership exceeds 4800. 

# Correction: An advertisement on 
page 167 of the August, 1958, issue 
of JC-K lists the name of the adver- 
tiser as Victor Co. Correct firm name 
is Victor Three D., Inc. 

# Tobias N. Berger, counsel and ex- 
ecutive secretary for Associate 
Jewelers, Inc., in New York, has ac- 
cepted H. Richard Etlinger as his 
associate in the general practice of 
law. Offices are at 11 E. 44th St. in 
New York. 

# Correction: Berwin Jewelry Co., 
Inc., at 15 Maiden Lane in New York, 
remains an exclusive Anson distribu- 
tor in the Greater New York area and 
in New Jersey south to Trenton. This 
fact was omitted in the text of an 
Anson advertisement appearing in 
the July issue. 

= “When the shipment arrives here 
in September,” said Peter E. Behrin- 
ger, president of P. E. Behringer Dia- 
monds, Inc., in Buffalo, N. Y., “it will 
be the largest stock of loose Jager- 
fontein blue-white diamonds in the 
U. S.” Behringer was talking about 
his recent purchase in Antwerp of 
some $250,000 worth of the diamonds, 
which will be cut in New York. 
Behringer acted as personal ambas- 
sador from Buffalo to Antwerp, vis- 
ited the Brussels Fair on his trip. 

= Mr. and Mrs. Weldon Hector of 
Newfoundland, Pa., have purchased 
the former Chappell’s Jewelry in 
Lewisburg, Pa. They began opera- 
tions July 1. Mr. Hector, a native 
Texan, is a graduate of the American 
Academy of Horology in Denver, 
Colo., is also a UHAA certified 
watchmaster. 

= Howard Horton, jeweler of Farrell, 
Pa., gave a lecture on the diamond 
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industry at a recent meeting of the 
Farrell Kiwanis Club. A film on the 
processing of diamonds was shown. 

s Albert Anter, popular Great Neck, 
N. Y., jeweler, was chosen “Elks 
Father of the Year” by the local Elks 
Lodge. 

= Samuel D. Zimmer, president of 
Reed’s Jewelers in Niagara Falls, N. Y. 
has purchased the Beautycrest Dia- 
mond Co. on Fifth Ave. in New York. 
Zimmer has also announced these 
firm appointments: Leonard L. Cas- 
sert, from manager of the Main St. 
store to firm vice-president; Bernard 
Lewandowski, to manager of the 
Falls St. store; Arnold Zimmer, son 
of the owner, to firm comptroller. 
= Gary’s Jewelry has opened at 192 
Genesee St. in Utica, N. Y. Store in- 
cludes a large giftware department 
and card shop. 

ws The Gamlers are traveling again, 
this time for a 30,000-mile, 100-day 
tour of Europe. Mr. and Mrs. Harry 
Gamler, president and vice-president 
respectively of Harry Gamler, Inc., 
instalment jewelry firm in Buffalo, 
N. Y., are modern day Phineas 
Phoggs of sorts: two years ago they 
made a round-the-world, 40,000-mile 
jaunt, have visited South America 
and Europe numerous times. There is 
a business aspect to their globe-cir- 
cling, along with the adventure and 
education features. The 1956 trip 
included visits to the gem capitals of 
the world; this trip’s business con- 
cerns manufactured jewelry—‘“crys- 
tal and novelties in Czechoslovakia, 
steel and crystal in Sweden, silver, 
gold and costume jewelry in various 
other countries.” They left by Pan 
American May 15, were scheduled to 
return Aug. 23. 

= Next regular meeting of the Jewel- 
ers 24 Karat Association of Western 
New York has been set for Sept. 30 at 
the Lafayette Hotel in Buffalo. So- 
cial chairman for the event is W. Ray 
Hoover. Plans for the annual Thanks- 
giving Ball in November are being 
handled by John and Jim O’Dea. Res- 
ervations have been made at the Trap 
& Field Club. Laura O’Grady will 
handle tickets; Walter Gawal and 
Edith Marks, table _ reservations; 
Maurice Teibel, prizes; and Al 
Botham, publicity. 

s Vineland, N. J., is the newest site 
for Barr’s Jewelers & Silversmiths’ 
fast-growing chain of stores. It is 
the second New Jersey store; and it 
brings to 10 the total number of 
Barr’s stores, all located in Greater 
Delaware Valley, an area within a 
50-mile radius around Philadelphia. 
The new Vineland store is located at 
627 Landis Ave., next to the New- 
berry Building. 
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NEW 


s Goldland Jewelry Co., Inc., Boston 
gem and fine jewelry firm, has ac- 
quired a 150-carat star ruby once 
owned by ex-king Farouk, and sup- 
posedly the largest known star ruby 
on record. Stone is set in gold with 
diamonds. Another huge star ruby, 
which weighs 138 carats, and which 
once belonged to a British earl, is on 
exhibit at the American Museum of 
Natural History in New York. 

s Number of graduates of the voca- 
tional training program of the jewelry 
industry in the Providence-Attleboro 
area grew to 84 recently. Eighteen 
new journeymen toolmakers received 
diplomas in June at the fifth annual 
awards banquet of the program, in 
which Providence jewelry firms allow 
employees to take time from work to 
attend classes. 

ws Members of the 30 Club, social 
group of many Greater Boston Jewel- 
ers, have laid plans for their fall 
meetings, which are due to resume this 
month. 

= Many jewelers from all over New 
England were converging on the 
Parker House in Boston for the an- 
nual Fall Gift Show, Aug. 31-Sept. 4. 
= Roger Brassard of Brassard’s 
Jewelry in Manchester, N. H., the 
only Democrat on New Hampshire’s 
Executive Council, plans to seek re- 
nomination in the Sept. 9 primary. 
He has just completed his first two- 
year term on the five-member Coun- 
cil, expects no opponents in either 
party from his traditionally Demo- 
eratic district. 

ws The estate of S. Volovick & Sons, 
10 Everett Ave. in Chelsea, Mass., has 
been liquidated by Gordon Brothers of 
Bromfield St. in Boston. 

ws Sidney Fisher & Bro. of 906 Jewel- 
ers Building was redecorated and air- 
conditioned this summer. Berel Gam- 
ernan was hired as an assistant. 

# Peter Percival, former president of 
the now-liquidated D. C. Percival & 
Co., Inec., has been appointed finan- 
cial public relations officer for the 
Sheraton Hotel Corp., and is travel- 
ing all over the United States. 

# Louis F. Guiness, Ine., 710-711 
Jewelers Building, has installed air- 
conditioning. 

= Walter A. Sawyer, jeweler of 
Keene, N. H., and former president 
of the New Hampshire Retail Jewel- 
ers Association, has sold his store. 

ws Salesmen for Mahar & Engstrom 
Co. in Boston were back on the road 
in August after traditional July va- 
cations. 

= Hector Langlais of E. Langlais & 
Sons, Berlin, N. H., has entertained 
several Greater Boston jewelers this 
summer at his camp at Success Pond 
in Berlin. 
s Bernie 


Mendelsohn, former co- 


ENGLAND 


partner of Mendelsohn & Terban in 
Boston, has opened a new store in 
Rooms 311-312 Jewelers Building. The 
firm, Bernie Mendelsohn, Inc., will 
handle a full line of jewelry, giftware, 
luggage, and religious items. 

s Al Terban, formerly with the now- 
closed Boston firm Mendelsohn & Ter- 
ban, is associated with his brother, 
Sam, in Kimball Jewelers, Tremont 
St., Boston. 

=s Howard A. Martin, formerly with 
the wholesale department of Smith- 
Patterson Co. in Boston, and later in 
business for himself in Room 701, 
Washington Building, has retired to 
Falmouth, Mass. 

s Austin “But” Ahern, watchmaker 
with Daniel S. Campbell in Cohasset, 
Mass., opened his own store in North 
Scituate, Mass., on July 24. 

= Henry Desjardins, jeweler of Bev- 
erly, Mass., who long has taken a 
keen interest in Little Leaguers in 
that city, this year sponsored a sail- 
ing club for junior youths at the Bev- 
erly Yacht Club, outfitted all the 
youngsters with sweat-shirts bear- 
ing the name, “Desjardins, Jeweler.” 
= Douglas Woodman, Inc., 604 Prov- 
ince Building in Boston, moved Sept. 
1 to new quarters in Room 801, Wash- 
ington Building. 


= Carmine J. Oliva, 


diamonds, 
watches, and jewelry firm owner in 
Boston, opened a new office in Room 
319 Province Building on Aug. 1. 


= The Northern Pearl Co., Inc., 
opened a new branch in Room 318, 
Province Building on Aug. 1. 

= Devon Jewelers in Devon, Conn., 
has moved to new, larger quarters 
on Post Road in Devon. 

= Everett G. Fritz, owner of the 
Fritz Jewelry in Litchfield, Conn., has 
moved into a larger store. Old store 
will become the town post office. 

= Members of the Horological Society 
of Massachusetts plan to resume 
meetings at the cafeteria of Waltham 
Precision Instrument Co., Sept. 16. 
At that time, Jack Ivers, of American 
Time Products, is scheduled speaker. 
No meetings were held during the 
summer months. At the June meet- 
ing, all officers were re-elected: Alvin 
W. Beamish, president; Stanley A. 
Reynolds, vice-president; Russell W. 
Leland, secretary; and J. Leo Melan- 
son, treasurer. New _ directors: 
Claude J. Fougere, Henry Douglas, 
and John Pakareizyk. 

=» The Kinney Co. of Providence, 
manufacturer of high school jewelry 
for retail jewelers, will produce the 
collar insignia for the U. S. Military 
Academy. 

=» V. W. Grant Jewelry has moved 
from 2 State St. to 8 State St. in 
Bristol, Conn. 
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MID-WES 1 


s Mr. and Mrs. Max Jacoby, Mr. and 
Mrs. Bernard Kanter, Mr. and Mrs. 
David Kay and Mr. Ernst Keitel, all 
of Jacoby-Bender, Inc., were guests 
at the June 29 wedding of Julie Zell, 
daugther of Bernard Zell, J-B’s mid- 
west representative, in Highland 
Park, Ill. The groom is studying law 
at Harvard University. 

» The Detroit Jewelry Sales Associ- 
ates will hold their semi-annual jew- 
elry show Sept. 7-9 at the Statler 
Hilton Hotel. About 45 exhibitors and 
1500 buyers are expected. Leonard 
Brown of LeCoultre Watch Co. is 
show chairman. Social highlight of 
the show will be a supper-dance Sept. 
7. George Cohn is supper-dance chair- 
man. Dave Goldstein is handling 
reservations. 

= Ray’s Jewelry in Carbondale, III., 
is expanding with a second store at 
717 S. Illinois Ave. Premises are 
being remodeled, should be ready for 
occupancy and business late this sum- 
mer. New store will have a drive-in 
window for watch repairs. The first 
store is located at 214 S. Illinois 
Ave. J. Ray is owner. 

es Mr. and Mrs. Kenneth Cravath 
have opened the Pine Island Jewelry 
Store in Pine Island, Minn. They 
have been associated with the jewelry 
business in Rochester, Minn., for sev- 
eral years. Location is in the former 
Pine Trade Mart Building. 

s Sigmund Sorg Jewelers has opened 
a third Indiana jewelry store at 117 
W. Washington St. in South Bend, on 
the premises of the former Krauss 
Jewelry Co. Sorg stores are also lo- 
cated in Goshen and Elkhart, Ind. 
Richard W. Sorg is president and 
general manager of the firm. 

« W. M. Spaman has purchased Car! 
Reck Jewelry at 112 W. South St. in 
Kalamazoo, Mich. The Reck store has 
been in business for 12 years. 

= Steven Credit Jewelers will move 
from its present location to the build- 
ing presently leased by the Thom 
McAn Co. in downtown Lincoln, Neb. 
A $15,000 remodeling job is expected 
to be finished early in September. 
Sidney Levy is operator of the store, 
which will hire three new employees. 
# Robert Allensworth has purchased 
Grill’s Jewelry in Uhrichsville, Ohio, 
from M. F. Jack Grill. New store 
name is Allensworth’s Jewelry. Al- 
lensworth has been associated with 
the store for 10 years as watchmaker. 
= Paul E. Morrison has begun re- 
modeling work to double the floor 
space of his store at Lovell and 
S. Burdick Sts. in Kalamazoo, Mich. 
«» H. C. Kirkberg, prominent Fort 
Dodge, Iowa, jeweler, was elected to 
the board of directors of the Jewelers 
Mutual Insurance Co. at the 43rd an- 
nual policyholders’ meeting recently. 
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Kirkberg is a past president of the 
lowa Jewelers Association and was a 
regional vice-president of the 
ANRJA. 

= Members of the Chicago Jewelers 
Association held their annual golf 
outing July 10 at the Elmhurst Coun- 
try Club. Activity included golf, 
lunch, dinner. 

= Clinton Watch Co., Swiss watch 
distributors at 111 S. Wacker Drive 
in Chicago, has purchased the trade 
mark “Fantasy” from Fred Seltzer & 
Co., and has purchased the Seltzer 
catalog. 

= Two hundred five golfers and din- 
ers attended the Chicago Jewelers 
Association outing at Elmhurst Coun- 
try Club on July 10. Weather was 
serene until 3 P.M.; then the usual 
C. J. A. down-pour landed. 

« Schwanke-Kasten Co. in Milwau- 
kee, established in 1899, has closed 
its downtown store but is continuing 
its branch at 326 E. Silver Spring 
Drive in suburban Milwaukee. Fred A. 
Schmitter, former vice-president of 
Schwanke-Kasten Co., has joined 
with Donald J. Berg, a former em- 
ployee, in a new corporation known 
as Schmitter-Berg, Inc., at the 
former Schwanke-Kasten store. 

= Final plans for the refurbishing of 
the Jewelers’ Club of Chicago were 
made at a meeting in the conference 
room of the Pittsfield Building July 
25. The cost, $26,000, will be paid by 
the members of the Club over a five- 
year period. Work began Aug. 10, 
will be completed Nov. 10. Chairman 
of the building committee is Charles 
Brown of Stein & Ellbogen. Mem- 
bers include Bert Jacobs, Richard 
Showerman, Robert Crosswhite, Wil- 
liam McGreevy, James Swartchild, 
Alvin Lauschke, Vince Newman, Her- 
man Kramer, Jerome Hochberg and 
Jerome Schwartz. 

se Fred M. Gottleib Co., Ine., dia- 
monds firm at 55 E. Washington St. 
in Chicago, held open house, July 24, 
in its newly-decorated quarters in the 
Pittsfield Building. Some 140 persons 
in the jewelry trade in Chicago at- 
tended a luncheon there. 

= The downtown Jewelers Golf Out- 
ing took place this year at the Mount 
Prospect Country Club, Mount Pros- 
pect, Ill. Irving Ringle, Chicago dia- 
mond dealer, was in charge. 

ws Warren Potter has opened a jew- 
elry store in Grundy Center, Iowa. 

s Sallan Jewelers, located in West- 
gate Village Shopping Center in 
Toledo, Ohio, joined with neighboring 
merchants recently to stage a small 
circus in the Center parking lot. 
Lions, tigers and elephants were on 
display. There were circus acts and 
children’s rides during the five-day 
event. 
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increase profits by 
Engraving your own Jewelry 


. 

Special Multi-Grip e 

vise holds articles of « 

any shape. Inexpensive 

CNP-J Panto-Engraver 

cu’s sharp and clean ine 
stainless steel, gold, silver, other metals. « 


FOR THE JEWELRY MANUFACTURER ° 


The 3D-5 Panto-Engraver .. . 

Cuts medailion, ring and jewelry 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 


signs, etc. 
Medel 3D-5 


A Full Line 
of 


Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete details and prices. 
For mmmediate attention write Srectiy 
to manufacturer below. Ask for oearest 
representative. 


H. P. Preis Engraving Machiae Co. 
657 U. $. Highwey 22 Hiliside, N. J. 
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MR. JEWELER 


GET MORE BUSINESS NOW 
GET ALL THE CASH YOU NEED 


© The right approach and ‘*know-how’’ can lift 
your business out of the doldrums. That's what 
we did for 2 jewelers recently who grossed over 
$175,000 and $100,000 within 4 weeks, just 2 
of ihe many successful sales we planned and 
conducted. 


© if you must raise cash through liquidation, 
sell surplus stock, stimulate business by a RETAIL 
or AUCTION sale, (or both}, we will show you 
PROFITABLE results QUICKLY. Or, if you wish, 
we will buy your entire stock for cash. 


Write * Wire * Phone Collect 
No Obligation ¢ In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 
Members Jewelers Board of Trade 























OPALS 


Manning Opal Corporation 


62 West 47th St, New York 36, WN. Y. 
Plaza 7-4725 
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: FOR INCREASED SALES AND BIGGER CASH PROFITS 


Deal Direct—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups’’ to inflate your price, lower 
your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 





details of our unusual offer. Or phone PL 7-1236. 
LEAMLIGHT, 71 W. 47th St., Dept. K, New York. 
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tired as vice-president of Schwarzs- 
child Bros., Inc., 50-year old Rich- 
mond, Va., jewelry firm, to devote 
himself to personal and other busi- 
ness interests. The 44-year old son 


of Gus Schwarzschild, who founded 


the large Richmond firm, wants to 
study jewelry design in New York 
this fall, plans to do some research 
on antique and primitive silver and 
its relation to modern design. Other 
things to keep his mind occupied: 
business affairs of two Norfolk real 
estate corporations, of which he is 
president, an apartment house, a 
motel, a half-million-dollar office 
building in downtown Norfolk. 

es Busch Jewelry Co. at 106 N. Wash- 
ington St. in Huntsville, Ala., will 
move to a new location this month. 
Change of the location to 118 N. 
Washington St., which is now being 
remodeled, will double the store area. 


| Joe T. Mathis is manager of the store, 


which is part of the 3l-store Busch 


| chain operating throughout the South. 


s Jeweler A. J. Bass has moved from 
5232 York Road ti 5404 York Road 
in Baltimore. 3 

# An anti-shoplifting bill signed by 
Governor Earl Long of Louisiana pro- 
vides that store owners and police 
cannot be held liable for damages 
against persons detained in shoplift- 
The la~>. similar 


deter Louisiana shoplifters. 

s The regular meeting of the Central 
Florida Guild of the Florida State 
Watchmakers Association will be held 
the first Wednesday of each month at 
the Glass Diner in Lakeland. 

s New officers have been elected by 
the Palm Beach Guild of the Florida 
State Watchmakers Association. They 
are: Ed Weimer, president; Al Engle, 
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= George Sloan of Sloan’s Jewelers 
in Tulsa, Okla., recently made the 
presentation of a synthetic star 
sapphire and diamond ring to Mrs. 
Clarence W. Moore of Tulsa, who won 
the ring as a prize on the “Big Pay- 
off” television show. Ring was 
brought to Tulsa for the presentation 
by Mrs. Ruth L. Greene, who is as- 
sistant to the manager of gem sales 
for the Linde Co. in New York City. 
Mrs. Greene also brought with her a 
$25,000 Coronation necklace of man- 
made star rubies and diamonds 
mounted in gold. It was worn at the 


| coronation of Elizabeth II by Inez 


Robb, columnist. Necklace and ring 


| ws Charles ©. Schwarzschild has re- 


SOUTH 


vice-president; Paul Myers, secretary; 
and Bill Williamson, treasurer. 

s Goodman’s Watch Store in Holly- 
wood, Fla., is handling arrangements 
for the regular monthly meetings of 
the Broward County Guild of the 
Florida State Watchmakers Associa- 
tion. Meetings are set for the third 
Tuesday of each month. 

s Frank B. Hartman, for many years 
associated with his late father, B. C. 
Hartman, in the retail jewelry busi- 
ness in Staunton, Va., is reopening 
Hartman’s Jewelry. Store will be at 
a new location, 116 S. Lewis St. 

es A. D. Harry, owner of Harry's 
Jewelers in West Point, Ga., has 
opened in a new location, on Third 
Ave. Store had been located on 
Fourth Ave. 

es J. Allen Glenn, jeweler of Bryson 
City, N. C., for almost 29 years, has 
sold his business to Linzie L. Holli- 
field of Waynesville. New store name 
is Hollifield’s Jewelers. 

= Rose Jewelry Co., located for the 
past 16 years at 7 East Side Square, 
is moving to a new location, 10 East 
Side Square. New premises will give 
the firm about 50 per cent more dis- 
play area. W. T. Bullard is manager. 
e S. & N. Katz recently opened a 
new store in the Hillendale Shopping 
Center in Baltimore. 

= Carl A. Doubet, Casivelberg’s and 
Burdell Jewelers are among _ the 
members of the Mondawmin Mer- 
chants Association who are sponsor- 
ing weekly Starlight Pop Concerts at 
the shopping center in which they are 
located. 

e Goldie Eagle jewelry, china and 
silverware shop at 3217 Garrison 
Blvd. in Baltimore, is moving to new, 
larger quarters at 6212 Reistertown 


Rd. 


SOUTHWEST 


were on display at Sloan’s. 

s B. C. Clark, Jewelers, was among 
the four Oklahoma City businesses to 
award prizes in the recent “Miss 
Civil Aviation” competition, in which 
contestants from every part of the 
nation vied. Miss Dixie Galladay of 
Dallas, Tex., who was named “Miss 
Civil Aviation,” flew into Oklahoma 
City to receive her prizes and to as- 
sist in the dedication of the “Univer- 
sity of the Air” at the new CAA 
Aeronautical Center. 

s Fred W. Baker and his brother Ben 
of Baker Bros. Jewelers in Clare- 
more, Okla., are planning retirement. 
“We have been in the game 48 years. 
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That is long enough,” says Fred 
Baker. They will sell their store. 

s Hillman’s Jewelry recently opened 
in Amarillo, Tex., at 2725 Wolfin St. 
in the new Wolfin Shopping Village. 
= Oliver Jewelers, which has stores 
in New Braunfels and San Antonio, 
Tex., recently opened a third store in 
Kingsville, Tex. 

= Myron Everts, president of Arthur 
A. Everts Jewelers in Dallas, Tex.., 
recently presented a chest of sterling 
silver to Miss Mary Vandiver of 
Richardson, Tex. Miss Vandiver was 
the winner in a contest sponsored by 
Everts Jewelers, which was open to 
all senior high school girls of the 
Greater Dallas Area. 

s Winford Anglin of Beatty’s Jewelry 
in Oklahoma City, Okla., was recently 
awarded the “Theory of Gemology” 
diploma. He already holds a diploma 
for diamond grading. Anglin is past 
secretary of the Oklahoma Horologi- 
cal Association. 

# Roy Barbosa of Orange, Tex., has 
been named president of the Sabine 
Area Guild of the Texas Watchmak- 
ers’ Association. He replaces Max 
Stegall, who had been elected to serve 
as president of the Orange Junior 
Chamber of Commerce. Charles Mor- 
gan was elected vice-president of the 
Guild. 

= Louis Goldberg has been appointed 
manager of the new Gordon’s Jewelry 
Store in the Terrell Plaza Shopping 
Center in San Antonio. This is the 
third Gordon store to be opened in 
San Antonio and the 47th unit in the 
Gordon chain of stores. 

= George Dennis and Charles Pena- 
loza have opened a trade manufactur- 
ing shop at 344 S. Texas Building as 
Dennis and Penaloza. Both were as- 
sociated with Herzberg’s Jewelry Co. 
for 12 years before going into busi- 
ness for themselves. 

s Louis S. Ellington has returned to 
his Linden, Tex., jewelry shop after 
completing a two-year course at the 
Texas Trade School in Dallas, Tex. 
The shop was established by his 
father 46 years ago. 

=# Burley Bullock has been appointed 
manager of Zale Jewelry Co.’s store 
in Lubbock, Tex. He has been asso- 
ciated with Zale for 11 years. 

s Fred L. McGee of McGee’s Jewel- 
ers in Blackwell, Okla., is serving his 
30th year as president of the local 
Associated Charities board. 

s Darwin’s Jewelry and Gifts has 
been opened at 2144 South Yale St. 
in Tulsa, in the Mayo Meadow Shop- 
ping Center. 

= Lee R. Brehmer, of Brehmer’s 
Jewelers in Kerrville, Tex., has been 
named Registered Jeweler by the 
American Gem Society. 

= Mr. and Mrs. Jess Boyd, owners of 
Boyd’s Jewelers in Elk City, Okla., 
recently observed their seventh busi- 
ness anniversary with a _ store-wide 
sale, as “a means of expressing our 
thanks and appreciation.” 

» The board of directors of TOLA 
Tumbleweeds recently voted to change 
the association’s descriptive designa- 
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tion from “Southwestern Jewelry 
Traveling Men’s Association” to 
“Southwestern Gift and Jewelry 
Traveling Men’s Association.” David 
A. Shapiro, executive director, ex- 
plained the organization’s official 
name remains “TOLA Tumbleweeds.” 
TOLA’s membership includes jewelry 
and gift salesmen covering Texas, 
Oklahoma, Louisiana, and Arkansas. 
s H. K. Price, watchmaker for 
Moody’s Jewelers in Tulsa, Okla., is 
winner of a $500 diamond ring for 
placing third in a national contest 
sponsored by Keepsake Diamond Ring 
Co. 

= Sargent’s Jewelry has opened in 
Pilot Point, Tex., on the Amos Phar- 
macy premises. Operator is Jesse 
MeMillon, who has similar stores in 
Celina and Dallas. 

ws Alvin S. Golding, former manager 
of Boswell’s, Oklahoma’s oldest 
jewelry store, in Tulsa, has _ pur- 
chased an interest in and has assumed 
management of Morris Jewelers in 
Town and Country Shopping Center 
in Victoria, Tex. His family has been 
in the jewelry business in central 
Texas since 1883. 

= Gordon’s Quality Jewelers, 46- 
store, Houston-based retail credit 
chain, is staging an advertising cam- 
paign in 20 cities throughout the 
country to boost Gordon’s reputation 
as the “foremost credit jewelers in 
every market in which we operate.” 
All 46 stores (in seven states) are 
participating in the promotion, which 
offers discounts up to 40 per cent on 
all merchandise. Kick-off gave spe- 
cial discounts on all nationally-adver- 
tised watches. 

= Eyecatcher of the just-opened 
Shaya Jewelry in Santa Fe, N. Mex., 
is the perhaps unique front: it is 
made entirely of imported Mexican 
tile. Roomy inside has 1900 square 
feet of space, is air-conditioned. 

s Sam Schnell, long-time scathwest- 
ern diamond salesman for several 
major national firms, is opening his 
own diamond supply house at 1528 
Main St., Room 1304 in Dallas, Tex. 
He will serve wholesalers, jobbers, 
manufacturers and chain operators; 
he will do no retail business. He is a 
director of Tola Tumbleweeds, south- 
western jewelry salesmen’s associa- 
tion. 

= The fifth in the series of state 
meetings sponsored by the Texas 
Jewelers Association to organize 
jewelers against fake wholesale op- 
erations was held July 29 at the 
Blackstone Hotel in Tyler, Tex. 

s Bob Jackson, jeweler of Blackwell, 
Okla., has been elected president of 
the town’s Junior Chamber of Com- 
merce. 

» B. C. Clark, Jr., of B. C. Clark 
Jewelers in Oklahoma City, Okla., 
has been elected a director of the 
Central State Bank there. 

= Mrs. Louisa Caruthers, owner of 
Caruthers Jewelry in Ozona, Tex., 
has purchased the Ozona jewelry 
store owned by Wesley Sawyer. 














BIRTHDAYS 


7 are not 
5} Seasonal 


T LY and birthstone rings 


sell daily 


Government figures show 
that birthdays occur fairly 
evenly throughout the year. 


With everyday being a birth- 
day for someone, every day 
can be birthstone-ring selling 
time for you. 


Are your birthstone rings 
prominently displayed now? 
For selling ideas and aids, write 
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inc. 
608 Sth AVE, NEW YORK, WN. Y. 
A Non-Profit Industry Association 


Acme Ring Mig. Co., inc. Metzier Mig. Co., inc 
American Jewelers, inc Plainville Stock Co. 

3 & #4 Baer, Inc. M. A. Reich & Co. 
Handy & Harman William Schneider, inc. 
Heller Hope Company Shiman Mfg. Co., Inc. 
Hoover & Strong, inc. Star Ring Mfg. Co., inc. 
Edward Lembeck Bros. j. J. White Mfg. Co. 
Linde Company Leo Wolieman, inc. 























MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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EARTHENWARE 
Stock and Imports 


FONDEVILLE & CO., INC. 
148 5th Ave., oo ia, N.Y. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & Soe. | — 
24 East 54th Street 
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DIAMOND WATCHES 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND CASES 
Te fit Name Brand Movements 


AVAMABLE TO RATED JEWELERS ON 3 DAY P EMO. 
————= State Price Range Desired. 


CRYSLER WATCH 60. 


580 Fifth Avenue New York 36 
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THE SOUTH'S 
OLDEST AND LARGEST 
LIQUIDATORS 


Statistics prove that auction sales, 
promotional sales or both are your 
biggest and quickest money-makers. 


Let us show you how to raise 
cash quickly at no expense te you. 


Our representative will meet you 
personally within 24 hours in any 
of the 48 states at our expense. 


We guarantee 100 cents on the 
dollar and more. 


Your reputation and integrity 
protected at all times. Highest 
references upon request. 


INQUIRE NOW! 


Write, wire or call collect 


NADLER & SACHS 
215 S.E. Ist Avenue 
Fort Lauderdale, Fla. 
Phone Jackson 2-8205 


Member: Business Men's Council of 
Ft. Lauderdale. 
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QUALITY ONLY 


“EBERTIN" clip backs are hand-made of the 
best material and workmanship for manu- 
8 facturers of jewelry who want only the finest 
g for their quolity pieces. "“EBERTIN" clip 
8 backs, ear clips, and combination clips are 
§ available in a number of stock sizes in 14K 
g or 18K white or yellow gold. Write for de- 
§ scriptive catalog. 
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EBERTIN 
BACKS 


are made only by 


GEORGES EBERTIN 
562 FIFTH AVE. - N. Y. 36,N. Y. 
| CIRCLE 7-2610 











JEWELRY PARTS — GEM STONES 
Your best wholesale source of jewelry parts, pe 
plies and equipment for Jeweiry ing, 
Cutting and Enameling at LOW PRICES for pong 
We illestrate all of the regular items PLUS thou- 
sands avallable nowhere else. Sold on a Noe 
ons-Asked Money Back Guarantee! SEND 
FOR FREE CATALOG” #586. Now celebrating 
25th Anniversa 


GRIEGER’S INC 1633 &. pees ©. See: treet 























WEST COAST 


= The Southern California Jewelers 
Golf Association held its annua] 
I. Behrstock Memorial Tournament 
July 10 at the Candlewood Country 
Club in Whittier. Larry Hutchison 
of The Ball Co. and Mark Schwartz 
of Stevens Jewelers tied for low 
gross with 80’s. Low net winner was 
Rudy Apffel of Van Craeynest & 
Linzer; Clarence Smith won second 
low net. Winners each received a golf 
club, a trophy and a medal to be worn 
on their official SCJGA golf caps. 
George Finley of Finleys, a new 
member, earned the honesty and in- 
tegrity award with a 129, the only 
score higher than the temperature 
that day. Other winners included: 
Fred Nelson, Hans Bagge, Dave Kauf- 
man, J. C. Humphries, Al Engberg, 
Leonard Ross, Jim Oliphant, Leo 
Green, Dutch Solomon, Martin 


| Thomas, Hubert Finley, Bud Dobrey, 


Dick Chase and Ed Raphael. Rudy 
Apffel was re-elected president and 


| Bob Wolman was named vice-presi- 
| dent at a dinner-meeting after the 
golfing. 


s Lawson’s, California store chain, 


| recently celebrated the opening of its 


20th store in the chain in 20 years of 
business. Newest store is in the 
Orangefair Shopping Center in Full- 
erton. Manager is Murray Kreisman. 
# Lew Marker, owner of a jewelry 
store at 7231% Reseda Blvd. in Re- 
seda, Cal., has retired after 45 busi- 
ness years. Store was sold to E. L. 
Teninty of Alaska. 

= Jack Sorrell, Salinas, Cal., watch- 
maker, has opened a jewelry store in 
the Sherwood Gardens shopping sec- 
tion in Salinas. 

ws Stewart’s Treasure House at 239 
Post St. in San Francisco, which is 
owned and operated by James Stew- 
art, has moved to 580 Sutter St. 

= Irving Bader, who is a partner 
with his brother Joseph in Bader’s at 
1010 Market St. in San Francisco, has 
returned to work after a year’s sick 
leave. 

ws Charles Tanner of Mission Time 
Shop, 3168 22nd St. in San Francisco, 
packed up at the end of July for a 
two months’ tour of our 49th state. 

« L. Sparrow & Co., San Francisco 
importers of Fuji cultured pearls, 
announced that Ray Heller has joined 
the firm as a national salesman. 

= Lou Sable, northern California 
representative for Bulova Watch Co., 
has moved from San Mateo to 1521 
Kingswood Drive in Hillsborough. 

ws The American Gem Society, with 
headquarters in Los Angeles, an- 
nounced that 63 new titles have been 
awarded since the first of the year, 
including five from the California 
area. New Certified Gemologists 


JEWELERS’ 


from California include: Robert F. 
Haden of Jack Labes, jewelers in 
Lodi, and Robert Alyea of J. Herbert 
Hall Co. in Anaheim. New Registered 
Jewelers from California include: Ed- 
ward J. Malligo of Wickersham’s in 
Bakersfield; Harold Barnard of Hol- 
lander’s in Eureka, and Robert Alyea 
of J. Herbert Hall Co. in Anaheim. 

= Louis & Co., jewelry firm in San 
Francisco’s Union Square, has 
changed its name to Paul de Vreis 
Louis & Co. The name change honors 
Paul de Vreis, international gem 
dealer, who purchased controlling in- 
terest in Louis & Co. three years ago. 
De Vreis plans to make San Fran- 
cisco headquarters for his U. S. and 
European operations. 

= David Klor, jeweler in Monterey, 
Cal., has purchased Frederich’s 
Jewelry in San Jose, Cal. New store 
name is David Dependable Discount 
Jewelers. It is located at 115 S. 
First St. 

= Date for the annual picnic of the 
Jewelers 24 Karat Club has now been 
set for Sept. 27 at North Hollywood 
Park. Location is Section 5, where 
the baseball diamond has been re- 
served for the Club from 2 to 3:30 
p.m. Starting time for the picnic is 
10 a.m. Jay Swartzburg is handling 
arrangements. 

= Arthur Ross and Max Wolman are 
finalizing arrangements for the 
Jewelers 24 Karat Club Annual! 
Champagne Dinner, set for Oct. 24 in 
the Cocoanut Grove of the Ambassa- 
dor Hotel in Los Angeles. Enter- 
tainment will feature Guy Lombar- 
do’s orchestra and Jackie Cannon as 
Master-of-Ceremonies. 

s Feldmar Watch Co. at 8971 W. 
Pico Blvd. in Los Angeles has been 
appointed distributor for the stop- 
watches line of Ed. Heuer Co. For 
the past 15 years Feldmar has spe- 
cialized in the sale and repair of stop- 
watches. ‘he firm has now converted 
its complete operation to the timer 
field. 

e H & R Manufacturing Co. at 424 
S. Broadway in Los Angeles has been 
purchased by Harry N. Haimoff and 
Joseph Calles. Haimoff had been with 
Max Wolman as a salesman for the 
past two years. Calles has been with 
H & R for the past 13 years. He will 
continue as shop foreman and will 
handle all inside business. Haimoff 
will assume sales duties. Firm plans 
to enlarge its line of personalized 
jewelry and to add a customized 14K 
gold jewelry line. 

= George T. Lewis, a Seattle, Wash., 
master watchmaker, was named Kil- 
bourne Award winner by the Seattle 
YMCA. The award is given each year 
to the outstanding YMCA layman. 
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Executive 





Appointments 








Dr. Welkowitz 


Dr. Walter Welkowitz has 


been 
named director of engineering for 


the Vibro-Ceramics division of 


Gulton Industries, Inc., in Me- 
tuchen, N. J. Dr. Welkowitz 
joined the firm in 1955. He will 


head all engineering and research 
activities in the fields of indus- 
trial ultrasonics and medical- 
electronic instrumentation. 


W. M. Wochos has been named 
manager of the Micronics divi- 
sion in Los Angeles of Elgin Na- 
tional Watch Co. 


Associates honor Biggins 
on retirement from Elgin 

John M. Biggins, vice-president 
of Elgin National Watch Co. and 
for more than a quarter century a 
prominent figure in the jewelry in- 
dustry, was given a_ testimonial 
banquet by friends and associates 
on the eve of his retirement in 
June. 


Members of the Elgin executive 
staff presented Biggins with a sil- 
ver tray engraved with the signa- 
tures of all staff personnel. 

His retirement followed by two 
months his resignation from the 
Elgin board of directors, on which 
he had served eight years. Biggins 
came to Elgin in 1932 as secretary- 
treasurer, was named vice-presi- 
dent and treasurer in 1948. 

He is a former director of the 
Jewelers’ Board of Trade and 
former president of the Chicago 
Jewelers Association. 
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Aladar Roth has been appointed 
vice-president and treasurer of 
Ulysse Nardin Watch Co. of 
American, Inc., 565 Fifth Ave., 
New York. Samuel Patton is 
President and Henry Borris is 
secretary of the firm. 





Sol E. Flick 


Sol E. Flick has been appointed 
secretary of Bulova Watch Co., 
Inc., and of Bulova Research and 
Development Laboratories, Inc. 
Flick, formerly assistant secre- 
tary, will continue to serve as 
counsel. He is a member of the 
New York and Federal Bars. 


Connecticut governor hails 
Seth Thomas sales meeting 


A letter of welcome and praise 
from Governor Abraham Ribicoff 
of Connecticut greeted salesmen of 
Seth Thomas Clock Co. who gath- 
ered in Litchfield, Conn., in June 
for their annual sales conference. 

The letter, sent to Sales Manager 
Alan Magary, lauded the construc- 
tive job Seth Thomas is doing for 
Connecticut economy, pointed up 
the firm’s “fine craftsmanship and 
Yankee enterprise. For almost a 
century and a half, the salesmen 
of Seth Thomas have gone up and 
down the highways and byways of 
America selling clocks manufac- 
tured in our state.” 


TOP @& HAT 
CHARMS 


Seld only direct te Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. 

















You Can Bank On 


McGRAW 


Silverware Chests 





No. 926 


For steady, year round 
profitable sales. 


Choose from a wide vari- 
ety of styles and sizes to fit 
any plan for sterling, plated- 
ware and stainless promo- 
tions. 


Write today for illustrated 
brochure. 


McGraw Box Company 


INCORPORATED 


‘McGRAW e NEW YORK 
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PRESENTS +s 
A Better Quality Highly Styled > 
1-Jewel Pin Lever 
Novelty & Promotional 
Watch Line 
in Attractive Pastels, Pearl, 

Rhinestone & Various 
Colored Stones 
Bangle & Bracelet Models 
Men’s Extra thin, 
Round & Square 
© 7 Jewels 
© 17 Jeweled-Lever Watches 
Priced Low to Increase Re2\ 
Your Sales hae 
14K WHITE GOLD 


DIAMOND WATCHES 


Hrond Movements 














with Nome 


AVAILABLE TO RATED JEWELERS ON 3 DAY MEMO. 
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, New York 36, N.Y 
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JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. 18K for export. 


CERTIFIED meTats co. | ,\'° Edison Pl; 
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Polishing and lacquer- 
ing problems get special 
attention at Micro Plating. 
Our special department, 
devoted to these opera- 
tions, has solved many 
unique problems in the 
past. 

You can use our exper- 
ience in this area to make 
your plating better, faster, 
and more economical. 

Our representative will 
be glad to stop in, discuss 
your product, and give 


you an accurate estimate. 


H MICRO PLATING 
g CORP. 


43 West 13th Street 
| New York 11,N.Y. + AL 5-1850 
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Obituaries 





Johannes Bengston Sylvan, 87, a 
founder in 1897 of Sylvan Bros., 
Columbia, S. C., retail and manu- 
facturing jewelry firm, died July 
1. He was an organizer of three 
country clubs in and around Co- 
lumbia, and developed and lived 
at a number of places outside the 
town, including an island off 
Savannah, Ga., the site at Beau- 
fort of the first Spanish military 
post in America, and a plantation 
that is now the main area of near- 
by-Columbia’s Fort Jackson Army 
post. His brother and firm co- 
founder, Gustaf, also died re- 
cently. 


Constantin Chilowsky, 77, Rus- 
sian-born developer of the endo- 
scope, a device for distinguishing 
between cultured and natural 
pearls, which is said to have 
saved the French natural pear! 
industry from the competition of 
Japanese cultured pearls, died 
June 29. Inventor Chilowsky was 
holder of more than 40 American 
patents in such diverse fields as 
submarine detection, electromag- 
netic methods in geophysical ex- 
ploration, and transfer of heat in 
atomic reactors. 


Allen D. Harris, Sr., 76, Newark, 
N. J., manufacturer of tools for 
the jewelry trade for 45 years, 
died July 15. His firm was the 
A. D. Allen Co. 


Joseph Maida, 45, Italian-born 
jewelry designer for Stretcher 
Manufacturing Co. in Newark, 
N. J., died July 11. 


Martin F. Knesel, 85, retired head 
of the metal plating department 
of Hausman Jewelry Co. in New 
Orleans, La., died July 10. He had 
been with Hausman’s for 70 years 
before his retirement two years 
ago. 


William Porter Cart, 80, head of 
W. P. Cart Co., jewelry firm in 
Charleston, S. C., and a past pres- 
ident of the South Carolina Retail 
Jewelers Association, died July 
15. Mr. Cart was appointed U. S. 
vice-consul for Brazil in 1954. 


Thomas Y. Oakes, 48, manager 
and associate partner of Dickin- 
son-Oakes Jewelry in Oil City, 
Pa., died June 27. He was a prom- 
inent local civic figure and am- 
ateur golfer. 


R. Howard Faber, founder and 
owner of Faber’s Jewelry in 
Greenville, Mich., died June 14. 


Lester V. Rakosi, 59, former 
jewelry store owner in Mil- 
waukee, Wis., and one-time asso- 
ciate of Manhattan Jewelers, also 
in Milwaukee, died July 7. 


Morris Libman, long-time down- 
town Cleveland jeweler, died 
July 15. He was a partner with 
his son in Gilbert-Libman Jewel- 
ers, was a member of the 24 
Karat Club. 


Stacy Shown, 90, well - known 
Seattle, Wash., jeweler and the 
city’s No. 1 baseball fan, died 
June 15. The “Colonel,” as 
Shown was affectionately known, 
started both his jewelry career 
and his career to stir up interest 
in Seattle baseball in 1893. 


Harold L. Prangley, 56, jeweler 
for Woodward & Lothrup, Wash- 
ington, D. C., department siore, 
and a past president of the Wash- 
ington Clock Collectors, died June 
25. His own clock collection in- 
cluded timepieces which once be- 
longed to Marie Antoinette, 
George Washington and Louis 
XVI, King of France. 


Max Fine, 87, president and 
founder of Max Fine & Sons, Inc.., 
diamond importing and cutting 
firm at 20 W. 47th St., New York, 
died July 18. His jewelry industry 
career began in 1911, when he 
opened the M. Fine diamond im- 
porting firm. In 1915 he was joined 
by his sons George and Jack; a 
third son, Harry, entered the busi- 
iness in 1918. Firm name was 
changed to Max Fine & Sons in 
1923, and in 1927 the diamond- 
cutting operation was started. A 
fourth son, William, joined the 
firm in the 1930’s. Firm will con- 
tinue business with no name 
change. The four sons will retain 
control. 
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Coming Events 


an Oe eo ee 

31-Sept. 2—Ohio and West Vir- 
ginia RJA joint annual convention 
and jewelry show, Netherland Hilton 
Hotel, Cincinnati. 

31-Sept. 3—California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention 
and trade show, Hotel Statler, Los 
Angeles. 

31-Sept. 4—Parker House Fall Gift 
Show, Boston. 

31-Sept. 4—Detroit Gift Show 
(Fall), Hotels Statler and Sheraton- 
Cadillac. 

31-Sept. 4—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 


Te we aes ee oe ae 


1-5—Boston Gift Show, Hotel Stat- 
ler. 

6-10—Detroit Jewelry Show, Hotel 
Statler. 

7-10—Miami Gift, Jewelry, Sta- 
tionery, Toys and Housewares Show, 
Bay Front Auditorium. 

13-14—-Missouri RJA annual con- 


vention, Governor Hotel, Jefferson 
City. 
14-17—Denver Gift and Jewelry 


Show, Hotel Albany. 


a4 
OS 


14-17—Indianapolis Gift Show 


(Fall), Hotel Claypool. 


tion annual meeting, Pantlind Hotel, 
Grand Rapids. 

98.30—Fourth Phoenix Gift and 
Jewelry Show, Hotel Westward Ho, 


Phoenix, Ariz. 
28-Oct. 1—Philadelphia Gift Show, 
Hotel Benjamin Franklin. 


ocrToes & R 


4-6—Florida State Watchmakers 
Association convention, Golden Gate 
Hotel, Miami. 


NOVEM SBE R 


7-16—Costume Jewelry Board of 
Trade of New York Show, Hotel Gov- 
ernor Clinton. 


Southern jewelry salesmen 
elect Bender new president 


Thomas M. Bender of W. 5S. 
Blackinton Co. was elected presi- 
dent of the Southern Jewelry Trav- 
elers Association, Ine., at the 
group’s annual membership meet- 
ing prior to the four-day Southern 
Jewelry Show in Atlanta in July. 

Also elected were: Frank J. Rus- 
sell, Sr., of Anson, Inc., executive 


vice-president; Walter Schaeffer of | 


J. R. Wood & Sons, vice-president : 
and Harold Vinson of Imperial! 
Pearl Syndicate, secretary - trea- 
surer. President Bender succeeds 
Herb Lewis of Bulova Watch Co. 
The jewelry show was held at 
Atlanta’s Henry Grady Hotel. 


, 


“THE DIAMOND IS A GENEROUS GEM, I LIKE IT”: High school student 
Charles Lightdale of Jersey City, N. J. receives a $1000 scholarship award 


from the Diamond Council of America for his nationally-best essay on dia- 


monds. Here, Prof. Paul J. Storm, educational director of the Council and head | 


of the University of Pennsylvania’s earth science department, makes the pres- 
entation, as Mort Abelson, Council president, and Education Committee Chair- 
man Myer B. Barr look on. Award judges were George D. Skinner of N. W. 
Ayer & Son, National Jeweler Publisher Harry Bromley and JC-K Publisher 
Lansford F. King. Lightdale is also recipient of a four-year scholarship grant 


to Princeton University. 
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INVENTORY 








e Makes rings 
larger or 
smaller 

®@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with = a 
16 sizing holes permits 
the greatest range of only 9950 


reductions. Time Payments 
Contact your wholesaler or 
write for literature to: 


neu hermes 


NEW YORK 3 
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Prove to yourself how 
our monthly display 
service will create 
better selling win- 
dows. Only $8.70 
monthly for complete 
window display kit and 
over 400 matching 
price tickets. 


Write for —- 


150 WEST 46th STREET, W.Y. 36, CL 5-3232 


_ 




















JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, WY. 
Ju 6-0697 



















EXQUISITELY FASHIONED 


UROSSES 


/ 


BARROWS, an outstand- 
ing name in fine jewelry, 
provides the fashionable 
light touch in an assort- 
ment of sizes. 1OK Gold, 
Gold Filled and Sterling 
Silver. 


Appropriate for any gift occasion 


Ce 
TAMU 


NORTH ATTLEBORO, MASS 








Personnel 





Glenn L. Seitz John Havlir 


Dolan & Bullock Co., Providence, 
R. I., manufacturer of men’s jewelry, 
has appointed six new sales repre- 
sentatives in connection with the 
company’s new policy of selling di- 
rect to the retailer. 

John Havlir (Southwest), 2538 
Highwood Dr., Dallas, Tex. 

Glenn L. Seitz (Pacific Coast), Box 
3853, Carmel, Calif. 

Charles Farguson (Mid-Central), 
Box 11, Ames Ave. Station Omaha, 
Neb. 

William Selberg (New England), 
21 Glen Green, Winchester, Mass. 

William Martin (Midwest), 6311 N. 
Talman Ave., Chicago. 

Edward O. Otis III (New York- 
Pennsylvania), 360 Lloyd Ave., Prov- 
idence, R. I. 


Jack Frye, New York, has been 
named Northeast district sales man- 
ager for the Herschede Hall Clock 
Co. of Cincinnati. Percy F. Jones, 
Los Angeles, was named the com- 
pany’s representative for California, 
Arizona and Nevada. 


Gordon W. Garrison will cover New 
England, West Virginia, Pennsyl- 
vania and New York as the new 


sales representative for Leys, Chris- 
tie & Co., New York importer and 
manufacturer of “Orienta” cultured 
pearl jewelry. 


Jerome Raimist was named man- 
ager of the newly-opened West Coast 
office of Shriro, Inc. at 215 W. 
5th St., Los Angeles. He has been 
with Shriro for eight years, four of 
which he spent in their Tokyo office. 


George Kampel has been appointed 
sales representative for J. L. Popo- 
wich and Son, Philadelphia manufac- 
turer of “Jewelite” watch straps. 
Kampel will work the metropolitan 
New York area. 


Kirk Dial Corp., Beverly Hills, 
Calif., has made the following person- 
nel appointments: 

Lester S. Hoover has been ap- 
pointed manager of the Los Angeles 
office. He was formerly with E. W. 
Reynolds of San Francisco. 

George J. Harris has been ap- 
pointed territorial manager of the 
Texas and Kansas territories and will 
operate from Kirk’s new Dallas office 
at 1603 Main St. He had been man- 
ager of the Kansas City office for 12 
years. 

Ray Bruno, formerly manager of 
the Chicago office, has been appointed 
manager of the Dallas office. 

Alva Blunt was named manager of 
the Kansas City office. 


Kenneth W. Lloyd has been ap- 
pointed Southern territory sales rep- 
resentative for the Hamilton Watch 
Co. He has had 11 years’ experience 
selling to retail jewelers in that area. 
His headquarters will be in Memphis. 


David M. Lowe Kenneth Lloyd 


David M. Lowe has been appointed 
to the newly-created position of prod- 
uct manager, watches, of Westclox 
division of General Time Corp. He was 
formerly manager of the clock and 
watch sections at Marshall Field & 
Co., Chicago. 
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FREE 


106 PAGE 
JEWELRY 
CATALOG 


RETAIL AND 
KEYSTONE PRICES 

















* RETAIL JEWELERS ONLY - 
PIN THIS AD TO YOUR LETTERHEAD 


Burton M. Reid 





Pr. O. BOX 460. 








SPRINGFIELD. ILLINOIS 
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A FRIENDLY WAY 
TO BUILD BUSINESS 


than 1.100 iew 
the U.S- and 


> staan *Felaleta Tekh'lel 
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WELCOME WAGGN SPONSORSHIP 


write: Weicome Wagon Building, 685 


22, New York. 


WELCOME WAGON 


INTERNATIONAL 











Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 




















DUSTPROOF CROWNS 








¥ full information : 
and free samples - 


JULES BOREL & CO. 
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800 Crawford Bldg., Kansas City, Mo. ae 


IRS permits credit or 
refund of excise tax on 
items returned unused 


A retailer may claim a credit or 
a refund on the excise tax on an 
article if the article is returned 
prior to use and the full purchase 
price is either refunded or credited 
to another purchase, the Internal 
Revenue Service has ruled. 

The IRS, in Revenue Ruling 58- 
| $48, made the ruling in regard 
particularly to brides, who may 
_ register silverware patterns with 
jewelers or other retailers, but 
who frequently get duplicate gifts 
nevertheless. 

In these cases, the purchasers or 
the brides are usually permitted 
_ to return the article and to receive 


ee 


| another article in its place or to 











receive cash, including the original 


tax paid. 
In earlier rulings, IRS held that 

retailers could get a tax refund 
_ where a sale is rescinded prior to 

use of the article sold. This also 
_ applies in cases where a donee (the 
bride, for instance,) rather than 
_ the actual purchaser, makes the re- 
| turn. 
IRS warns that the tax will apply 
to the full price of any taxable 
_ article substituted for the original 
' gift, including the allowance made 

for the returned article. 


AGS continues ad campaign 
in Seventeen, starts Brides 


The American Gem Society has 
voted to continue concentrating 
its national advertising campaign 
in Seventeen and to inciude sev- 
eral ads in Brides this year and 
| next spring. 


'because of its highly-receptive 
gagement ring; this sale, AGS be- 
lieves, can be the springboard to 
a lifetime of sales to the engaged 
couple and their family. 

All of the ads will boost Reg- 
istered Jewelers as 
from whom to be assured fine 
quality when buying diamonds. 
Ads carry coupons offering a free 
copy of “About Gems and Jew- 
elers,” the Society’s booklet about 
gems, jewelry and watches, which 
contains a roster of all R. J.’s. 











Members of the AGS advertis- | 
ing committee chose to add Brides | 


audience in the sale of the en- | 


the people | 
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COMBINED 
INTO ONE GREAT 


SALES ORGANIZATION 


LDEAS 


“UNLIMITED” 


SALES PROMOTIONS 
INCENTIVE 
SALES PROGRAMS 












MR. JEWELER YOU 
TAKE NO CHANG. 


WHEN WE CONDUCT 
YOUR SALE! 


WE GUARANTEE 


TRAFFIC & VOLUME 
MINIMUM EXPENSE 
PROFITS & GOODWILL 
TRAINED PERSONNEL 
PERSONAL SUPERVISION 


RESULTS! 


OVER 1,000 
SUCCESSFUL SALES IS 
YOUR ASSURANCE AND 
OUR GUARANTEE FOR A 
SUCCESSFUL SALE 


SDEAS 


“UNLIMITED” 


842 WEST FLAGLER ST. 
MIAMI, FLA. 


PLAZA * FRANKLIN 
7-2973 3-3706 
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Manufacturers 
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Dazzle the Teen-age Customer: 
Dingle Dangle Rings 


The dangle ring 
(pictured din- 
gling from. the 
lithe fingers of 
Polonesian Ar- 
minda Feliciano) 
is 14K gold and 
the latest innova- 
tion in “design- 
it-yourself” jew- 
elry. The rings 
have loops. to 
which one, two 
or three charms 
can be easily at- 
tached. A_ selec- 
tion of 25 
charms are 
available, includ- 
ing cultured 
pearls, birth- 
stones, diamonds, 
14K gold hearts, 
flowers and good 
luck charms. 
Prices range 
from $5.95 to 
$9.95, retail. 

From Heart O’ 
Romance, 62 W. 
47th St., New 
York. 


Counter Display Unit Gives 
Shaver Jet Demonstration 


In line with their “Demonstrate 
for Profits” fall promotion theme, 
Parks is offering this counter display 





demonstrator free with purchase of 
36 Shaver Jet Boosters. 

It can also be had with the pur- 
chase of six Shaver Jets by paying 
the retail price ($5.95) of the Shaver 
Jet mounted on the demonstrator. 

Contact Robert M. Parks Co., Inc., 
7421 Woodrow Wilson Dr., Holly- 
wood, 46, Calif. 
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King-Size Pack of Radio 
Introduced by Westbury 


A completely transistorized broad- 
cast band miniature radio receiver, 
smaller than a king-size package of 
cigarettes, is announced by Westbury 
Electronics. 

The five-ounce unit has a mag- 
netic ear receiver which is used in 
conjunction with an ear loop, pro- 
viding sound for both ears. 

Contact Westbury Electronics, Inc., 
Westbury, N. Y. 


Anson Display Holds 24 Sets 
And Moves and Moves and... 





Anson’s “two-way motion” display 
for men’s jewelry has softly lit panels 
and more movement than a hula-hula 
dancer. 

Measuring 19 inches high and 14 
inches wide, it holds 24 different 
boxed sets. 

Both revolving turntables can be 
stopped while in motion for closer 
observation of the sets without dam- 
aging the motor. 

Display is free with Anson Unit 
31/59 which consists of 60 sets re- 
tailing from $3.50 to $8.50. 

From your distributor. 





Free Plastic Lug Measurer 
Given to Jewelers by Kreisler 





A lug measurer in the shape of a 
key is being offered free to jewelers 
by Jacques Kreisler Mfg. Corp. 


Lug widths are determined by 
placing the measurer between the 
watch lugs. Made of heavy gauge 
plastic, it is calibrated for the nine 
standard lug widths from % inch to 
% inch. It is printed on both sides 
and has a hole for hanging. 

Write to: Advertising Department, 
Jacques Kreisler Mfg. Corp., 9015 
Bergenline Ave., North Bergen, N. J. 


Deltah Continues Operation; 
Offers ‘Special’ in Fall Line 


Manufacturing operations in its 
plant at Pawtucket, R. I., will con- 
tinue without interruption, Pearls by 
Deltah, Inc., successor to Heller 
Sperry, Inc., announced. 

Wholesalers are now showing the 
new fall line and offering a special 
on a group of necklaces and necklace 
and earring ensembles called “The 
Deltah Pear! Parade.” 

Included in the group are Cultique 
simulated pearls, newest product of 
Deltah’s laboratories, said to have 
the precious look of cultured pearls. 
Protected by patent, Cultique pearls 
are designed for “the tremendous 
market of women who desire the 
beauty and perfection of cultured 
pearls at substantially lower prices.” 
Deltah’s fall special includes both 
graduated and uniform necklaces and 
earrings. 

Cultique and other Deltah pearls 
will be nationally advertised over 
NBC’s 165-station network on the 
“Bert Parks Bandstand Show”; also 
in the American Weekly and Seven- 
teen. 

The same salesmen will continue to 
sell Deltah products to_ selected 
wholesalers. Contact Pearls by Del- 
tah, Inc., 630 Fifth Ave., New York. 
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Foster Offers Display Dozen 
Of Ivy League ‘Shortie’ Clips 


Display holds a dozen Ivy League 
“Shortie” tie-bars and can be used on 
counter or in window. 

Tie-bars are available in yellow and 
white, come individually gift boxed, 


a “a ps ani, boot” 


or 
Se See pe 

4 eT cs 

% * . Ivy : nee” Cs 














and retail for $1.50 each. Total unit 
costs $18 Keystone through your 
wholesaler. 

Foster also has announced publica- 
tion of its 1958-59 catalog of jewelry 
for men. Items retailing at $2.50 to 
$30 are illustrated together with coun- 
ter displays and selling aids. Copies 
available from Foster Metal Prod- 
ucts, Inc., Attleboro, Mass. 


‘l Love You’ Display Offered 
For Artcarved Gift Rings 








Artcraved is increasing its display 
program as part of its fa!! promotion 
plan to stimulate greiute: ving sales 
for jewelers. 

This display with coral velvet pad 
and white framed picture panel was 
created to promote a new series of 
Artearved rings designed for birth- 
day or anniversary gifts. 

The group of rings with the display 
includes yellow and white gold with 
Florentine textured finish accented 
by a high-polished trim. Some styles 
are available with or without dia- 
monds. 

Available to franchised dealers 
through Artcarved representatives. 
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New 'Life-Lite' Flashlight 
Lives a Lifetime of Light 


Rechargeable flashlight never needs 
new batteries and is designed and 
packaged for “impulse sales.” 

“Life-Lite” can be recharged over- 
night by plugging into any household 
outlet. It never overcharges and can- 
not corrode. It is powered by a nickel 
cadmium button cell and uses stand- 
ard flashlight bulbs. 

Designed to fit in the palm of a 
hand, it is finished in two-tone gray 


-_ 





and gold, and comes packaged in a 
three-color self-display container, 
$5.95 retail. 

Window streamers, display cards, 
ad mats, glossy photographs and 
other free sales aids are available. 

From your wholesaler or Alkaline 
Battery division, Gulton Industries, 
Inc., 212 Durham Ave., Metuchen, 
N. J. 








Wooden Display Case Free 
With Bracelet, Charm Package 


For use on counter or in window, 
Forstner offers this polished wood 
chest with velvet display panel to 
hold its bracelets and charms. 

The chest is free with purchase of 
12 bracelets and 36 charms in mixed 
1/20 12K gold filled and sterling 
silver. 

The unit is priced at $90 Keystone. 
From your wholesaler or Forstner, 
Inc., Irvington, N. J. 


Bulova Co-Sponsors TV Shows 
As Part of ‘Biggest’ Campaign 

Bulova Watch Co., in conducting 
what it calls “the biggest fall-Christ- 
mas advertising campaign in the his- 
tory of the entire watch and jewelry 
industry,” will co-sponsor three NBC 
network television shows. 

Shows are the “Ed Wynn Show” 
(premier, Sept. 25), “Dragnet” and 
“M-Squad.” 


Newspaper Ad Mat Service Available from Feature Ring Co. 





-— 





Newspaper mats, some with in- 
dividual ring “drop-ins’” to enable 
the retailer to merchandise as his own 
requirements dictate, are available 
from Feature Ring Co. 

Highlighted on individual mats are 
Feature’s interlocking bridal sets, 
diamond threesomes, “His and Her” 
matching wedding rings and en- 
graved men’s acceptance rings. 

Also available are mats featuring 
the patented “Feature-glo” gem-on- 
gem setting that is said to make the 


LARGE SIZE HIAMOND Qnty 








look 90 per cent 
larger and 87 per cent more brilliant. 

Included, too, are mats for the new 
“Emerald Fire” diamond rings fea- 
turing baguette centers with a ba- 


center diamond 


guette “Feature-Glo” setting that 
creates the illusion of one large emer- 
ald-cut diamond. 

Window displays and folders are 
available also. 

From your wholesaler or Feature 
Ring Co., Inc., 180 W. 46th St., New 
York. 
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Sheaffer To Use Big Fall 
Magazine Ad Schedule 


Its “back-to-school” advertising will 
include the heaviest magazine sched- 
ule in Sheaffer Pen Co.’s history. 

Magazines such as Mademoiselle, 
Seventeen, Vogue and The New 
Yorker are included in the new Lady 


graphic will be used to advertise 
Snorkel fountain pens. A spot televi- 
sion campaign in selected markets will 
tie-in with the magazine schedule. 


Plastic Ring Tray by Rocket 
Has Leather-Like Look, Feel 


Rockette 240, an unbreakable plas- 
tic ring tray that looks and feels like 





Three Bonus Units Offered 
With Watch Band Assortment 


wheater's Fell schedule. : leather, is available in black shell at 
Skripriter ballpoints and Skripsert with a blue, turquoise, gray or Amer- 

fountain pens will be supported in ican beauty crystelle velvet interior. 

Saturday Evening Post, Life and Priced at $7.45, it is also available whe 


Look. The youth market schedule in- 


in larger sizes (36-ring tray costs 


cludes Scholastic Magazine, The In- 
structor, Boys’ Life, American Girl 
and Young Catholic Messenger. 

The back cover of National Geo- 


$7.95, 48-ring tray, $8.45). 

Contact Rocket Jewelry Box, Inc., 
125 E. 144 St., New York, or your 
wholesaler. 
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KIMBERLY GEM CO. presents 
Extraordinary Tales 








This, the “J-B 72”, a 172-piece 
watch band assortment from Jacoby- 
Bender, Inc., comes with three free 
units and enough stock, storage space 
ee | | and merchandising devices to furnish 


— - » nar — > 
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the jeweler with a complete watch 
band department. 

The bonus units include a _ stock 
control counter cabinet (bottom) 
which holds 63 bands in seven trays 
of nine each and displays 27 bands 
under a clear glass front; a watch re- 
pair department merchandiser (top, 
left) with a built-in electric clock 
that also makes the unit a useful 
window display; and a “trio” counter 
display (top, right) with a pilfer- 
proof base. 

The stock includes men’s and 
women’s multi-size expansion bands 
as well as the new J-B multi-size 
telescopes with “push pin action,” 
J-B’s new invention that eliminates 
the need of bending any part of one 
KIMBERLY link around the adjacent link, holding 

apart links with a pin, or expanding 


Specially $94 75 links prior to lengthening or short- 
© ening. 


Priced at 

Jeweler cost for the “J-B 72” is 
$240; retail, $550.70 F.T.I. From 
Jacoby-Bender, Inc., Woodside, N. Y. 














Color Lamps Give Displays 
New Hue for Special Effects 


A new line of special-effect color 
display lamps, the Hue-Ray Royaline, 
is now available from Nu-Lite Corp. 
The lamps are available in six col- ay 
ors for merchandising and display 
use: red, blue, pink, green, yellow 
and amber. 
In 75 and 150 watt sizes, Hue-Ray iy 
lamps are designed to operate in the 
120 to 130 volt range as a protection 
against premature lamp failures 
caused by voltage surges. There is 
a 12-month free replacement guaran- 
tee. The lamps are also fade proof 
and require no special fixtures or at- 


Bree ee as s 


—_——— ee rare 


e CULTURED PEARL AND GENUINE DIAMOND RINGS 
10KT WHITE GOLD 


BEAUTIFUL DISPLAY TRAY INCLUDED $ 00 
Complete 


Total Return — $198.00 Your Cost — $62.00 
YOUR TOTAL PROFIT — $136.00 


There is a Kimberly Salesman in your territory. Write today, and we will send him to see you. 
America’s largest manufacturer of Gold Rings set with Cultured Pearls, Colored Stones, Diamond Onyx, 





Synthetic Star Sapphires, Zircons: OVER 2000 DIFFERENT STYLES. tachments. 
A color brochure is available from 
62 West 47th Street * New York 36, N. Y. e Wdson 2-4794-5-6 aa Corp., 41 S. 6th St., Newark, 
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Flex-Let Offers Free Display 
For New ‘Fashion Angle’ Band 





To help retailers give their “Fash- 
ion Angle” watch band a special 
push, Flex-Let is offering this free 
presentation display. 

The “show, sell and stock” unit dis- 
plays six “Fashion Angle” models 
and holds two dozen more, each in its 
individual flannel case, in a rear 
drawer. Designed for counter-top or 
show case use, it is free with your 
first 18-piece “Fashion Angle” order. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 


Vogue Originals Offer Catalog, 
Special 14K Calendar Charm 


Catalogue and price list of Vogue 
Original Charms are now available 
from the company. 

Featured in the catalogue is a new 
14K gold calendar charm with a jewel 
set on that very special date. The date 
month and stone are interchangeable. 
Thus, the company points out, when 
the jeweler’s stock runs down to one 
he can still sell it to any customer by 
changing the month and the date. No 
special tools are needed. 

Contact Vogue Originals, Inc., 7 W. 
45th St., New York. 


Three Quick Ways to Wrap 
Gifts Suggested by Tie-Tie 





Three fast ways for retailers to 
decorate gift packages are suggested 
by Tie-Tie Gift Wrappings. 

Foil ribbon seals (left), in Satin- 
tone or Ribbonette, can be used on 
boxes of any size or shape. They fold 
flat and there is no bow to crush. 
Available in quantities from 1000, 
they come in a variety of designs. In 
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larger quantities they can be custom 
designed with a store’s trademark. 

New clip-on bow (foreground) is 
designed to be used with Tie- Tie’s 
stretchable plastic “Rapid Ribbon” 
loops. The tailored Satintone bow has 
a scored clip in the center which clips 
onto the ribbon loop. 

Ready-made pull-out bows are a 
third suggested method of quick gift 
wrapping. The bows are pre-hanked 
and need only fluffing to become full 
pompoms. 

From Tie-Tie Gift Wrappings, Chi- 
cago Printed String Co., 2300 Logan 
Blvd., Chicago. 


Giovannetti Adds New Desigis 
To "Beauty in White’ Line 


John Giovannetti, New York jew- 
elry manufacturing firm, has ex- 
panded its “Beauty in White” line by 
adding new designs in matching pins 
and earrings and heart-shaped pen- 
dants. 

The “Beauty in White” line, fabri- 
cated in platinum and palladium, in- 
cludes wedding and engagement rings, 
diamond rings, watch attachments, 
bracelets and religious jewelry. 

Retailers have been mailed cata- 
logue inserts. Contact John Giovan- 
netti, 115 W. 45th St., New York. 











1, CARAT DIAMOND BRIDAL SET 


One of our most popular 
total weight sets with 
full cut center diamond. 


$133°° Keystone 





es Be among the heusdidl of 
satisfied jewelers who a 
_. benefitting from our | 
_ diamond ring manufact tur uring 
and merchandisin me a 
experience! ee 
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2a diamond rings! 


: 3 . diamonds are of unusual : aoe 


LIEBER & LERNER, INC. 


RESULTS prove that you can 
do more diamond business ~ 
and enjoy greater profits 

with the LONG-LIFE line! 

' Magnificent styling at _ 
lowest possible prices make | 
LONG-LIFE the biggest 
name in promotional 
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Style #B-156 
23-DIAMOND INTERLOCKING SET. 
A beautiful new’ creation 
“that enables you to defy 
all competition. Full cut 
center. 
$59®° Keystone 





305 E. 46th Street, New York 17. N. Y 


Diamond rings enlarged to show detail 
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Swiss-made Watch Has Jewel 
Lever Movement, Built-in Light 


A jeweled-lever watch with built-in 
flashlight is now being distributed in 
this country by Robot Time, Inc. 

A tiny bulb, set through the top of 
the dial, is lit by pressing a button 
in the bezel. A coin-sized power ac- 
cumulator in the back of the case 
furnishes enough electricity to the 
small bulb for approximately 10 
hours’ use. The accumulator can be 
recharged in three minutes with a 
flashlight battery without disassem- 
bling the watch. 

The “Everlight” retails for $75. 

Contact Robot Time, Inc., 580 Fifth 
Ave., New York. 


Arlen's Trophy Catalogue 
Printed in Kodachrome Color 


Produced entirely in full color by 
the Kodachrome four-color process, 
Arlen Trophy Co.’s 1958 catalogue is 
now available, with imprint, to au- 
thorized dealers. 

For the first time, to help dealers 
sell from the catalogue in the absence 
of actual samples, Arlen’s line of 
trophies, plaques, medals, jewelry 
are shown in natural color. 

One of the featured lines in the new 
eatalogue is “Inlaid,” hand-rubbed 
walnut woods available in a wide 
variety of trophies and plaques. 

Contact Ar'en Trophy Co., 50 Gold 
St., Brooklyn, N. Y. 


Princess Ring Display Aimed at 
Growing Fall Wedding Market 


bs 
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Hitch your profits to the Stars! 





Here are the tools 
to help you 
sell|..sell...sell! 





New ‘Linde’ Star Mat Book. Six 
FREE mats for effective local newspaper 
advertising . . . ready for insertion with 
just the addition of your store name! Spe- 
cially created to build consumer interest 
... bring in pre-sold customers . . . help 
increase your ‘Linde’ Star sales dollars 
throughout the year! 


x New ‘Linde’ Star Envelope 
Stuffer. Attractive new booklet, glow- 
ingly alive in four colors! A compelling 
traffic-builder to insert along with monthly 
statements, slip into packaged gift items, 
use as a counter pick-up in your store. 
Sure-fire attention-getter for present and 
prospective customers! 


XK Take advantage of these in- 
valuable sales aids NOW. Send in 


the coupon below TODAY. ~—— — — — 


Mr. |. Brown, Manager, Gem Sales 


/ LINDE STARS 








LINDE COMPANY, 535 Fifth Avenue, New York 17, New York 
Please send me [_] ‘Linde’ Star Mat Book and _________ (no.) Envelope Stuffers. 


NAME 





STORE NAME__ 
ADDRESS 





Se ee Giiphudeloicsenn: 





__——STATE 





‘Linde’ is a registered trade-mark of Union Carbide Corporation. luce) 
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To help get more business, out of 
the increase in fall weddings (see edi- 
torial in August JC-K), S. H. Clausin 
& Co. is offering jewelers this “Prin- 
cess” window display. 

Display is decorated with autumn 
leaves against a paneled background 
of Gothic church windows and golden 
bells. Tilted base holds up to four 
ring boxes. 

Contact S. H. Clausin & Co., 41 N. 
12th St., Minneapolis, Minn. 





| Wallace Introduces "Dawn Star’: 
| Offers Six Piece Setting at $24.95 


Wallace Silversmiths is launching 
a national advertising campaign with 
local tie-ins to introduce “Dawn 
Star,” its newest pattern in sterling 
silver flatware. 

The promotion will run through the 
fall and winter and will include: 
Modern Bride, Bride’s Magazine, 
Bride and Home, Living for Young 
| Homemakers, House Beautiful, 
Charm, Mademoiselle, Seventeen and 
Miss Magazine. 

Crafted in heavy sterling in deli- 
cately modern design, the new Wal- 
lace pattern was designed to capture 
“the new middle class” sterling mar- 
ket. A three-piece place setting, in- 
dividually packaged, is available at 
| $12.95 F.T.I.—a_ price which, the 
| company says, will capture many 
| bridal gifts in “the new middle class 

market.” 

The complete six-piece place set- 
ting retails at $24.95, tax included, 
| lowest price of any of the Wallace 
_ first line sterling silver patterns. 
| And, as a holiday special to highlight 
| the pattern promotion, Wallace will 
offer a 21-piece starter set of four 
four-piece place settings plus five 
serving pieces and a tarnish proof 
Pacific Cloth drawer liner at $99.95 
retail. Regular price: $125. Serving 
spoons, gravy ladle, meat fork and 
| sugar spoon are included. 
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Speidel Brings Back TV Show; 
44 Million To See Watch Bands 





mas ” 
Sear 


RN 


One of last season’s most popular 
TV quiz shows, “The Price is Right,” 
will be back for Speidel and its 12,000 
franchised jewelers across the nation 
starting Sept. 24 at 8:30 p.m. (East- 
ern time). 

Emcee Bill Cullen, above, and 
Speidel watch bands will be seen by 
an estimated 44 million viewers a 
week over 137 television stations. 

Speidel claims the commercials it 
will do on the show will be innova- 
tions in television techniques. The 
men’s bands which will be featured 
include Speidel’s “‘Gold ’n Bold” series 
(“Arrowhead,” “Riptide” and “Golden 
Mail’) and its “Jet” series (including 
“American Jet,” “Jet Inset” and “Jet 
Calypso”). Each of the bands adver- 
tised will retail for $12.95. 

Ladies’ bands featured will be 
“Windswept” and the “Look of Dia- 
mond” series (“Ball of Fire,” “Lady 
Baguette” and “Blaze of Glory’). 

Speidel urges local jewelers to use 
their tie-in mat ads which carry the 
same copy themes as “The Price is 
Right” commercials. 


Doskow Introduces Sterling 
Line of Bracelets, Pins, Earrings 


Leonore Doskow, Inc., former spe-~ 
cialists in silver novelties, has intro- 
duced a new line of sterling silver 
jewelty using floral and leaf designs. 

The line, which was first shown at 
the Chicago and New York RJA 
shows, includes six basic designs 


which are incorporated into bracelets, 





earrings and pins. Keystone prices 
range from $4 to $15. 

One design of the new line is illus- 
trated above in the bracelet ($15), 
pin ($7) and earrings ($4). Keystone 


Ronson's ‘Galaxy’ Display ia i sia 
Free with Three Lighters 


Three of Ronson’s new butron- 
fueled table lighters are exhibited in 
this illuminated “Galaxy” display. 

Featuring a plush night-blue sky 
background of twinkling stars, the 
display points up such Ronson fea- 
tures as the finger-tip adjustable 
flame and a year of lights on a single 
fueling. The gas table lighters shown 
on the display are the futuristic 
“Futura” (top); the milk-glass “God- 
dess” (left); and the gold-banded 
“Meteor.” The display is free with 
the purchase of the three lighters. 

From Ronson Corp., 31 Fulton St., 
Newark, N. J. 





TABLE Lagarens with new BUTRON Fueling 


"RONSON 
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DIAMOND RING 


AD-MAT SERVICE 


...known nationwide 
for effective 
retail 


SALES - 
CREATING = 


_ . 
>. 













if your diamond volume is not all you think it should 
be, find out what the full Princess Diamond Ring 
merchandising program can do for you. 


The Princess AD-MAT service (FREE to Princess 
dealers) is just one of many reasons why Princess 





Diamond Ring dealers do so well. 


Ask your Clausin Representative 





prices. i a 
Illustrated style sheet available AST S. H. CLAUSIN & CO. 
from Leonore Doskow, Inc., Mon- Distributors for Princess Registered-Insured Diamon’ ings 
trose, N. Y. MINNEAPOLIS. « SPOKANE « SALT LAKE CITY 
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PART II 





methods of fastening 


STAFFS TO THE BALANCE 


Replacing or repairing a friction staff can give real trouble 


—unless you know just how it’s made, how it functions 


and how to go about removing it 


® MANY WATCH MANUFACTURERS have tried ear- 
nestly te design their balance units so that re- 
placement of friction staffs would not endanger 
the precision of the watches. Friction staffs are 
driven friction-tight into a hole or boss in the 
balance. Thus, when a staff needs: replacement, 
the same force which fastened it to the balance is 
all that is needed—in reverse—to remove it. 

Doing so is not as easy as it sounds, though; 
many physical factors must be considered. 

Figure 11 shows a group of friction staffs, some 
of which are currently in use: A is a staff used 
by the Moeris Watch Co. and by some Japanese 
manufacturers, including Seiko; B is the familiar 
Waltham, used on all its watches, size 3/0 and 
larger; C is found on Hamilton railroad-type 
watches; D is used by the Central Watch Co.; E 
was used by the Illinois Watch Co. on its 1763 and 
1921 models; F' is the pin-lever and Roskopf-type 
staff with its attached roller finger. 

Figure 12 shows these staffs assembled in sec- 
tional views with their balances. In A, the staff 
is merely driven friction-tight into a close-fitting 
hole in the balance. Experience with this model 
and others using the same system has shown that 
the balance is secure and replacement staffs have 
been equally tight. However, there’s a drawback. 
Should the replacement staff be a bit too tight, it 
will make the hole spread, distorting the balance. 
If the balance is solid, truing in the round will be 
difficult if not impossible. Furthermore, a balance 
which needs truing in the flat may be loosened if 
too much stress is used in bending it to shape. 
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By Henry B. Fried 
JC-K Horological Consultant 


Then, you may have difficulty securing the same 
staff because the hole may have become elongated. 
Pin-lever watches with light, soft balances use 
this type, however, with no ill effects. 

Balance staff B, the Roskopf type, functions 
like type A. Here, too, the staff is driven friction- 
tight upon the balance arm and seems to prove 
secure. Again, the relationship of the staff’s 
hairspring-shoulder thickness and the size of the 
balance hole must be precise for security without 
balance distortion or enlargement of the balance 
hole. These staffs are usually purchased with the 
roller finger attached. Some watchmakers replace 
the entire balance unit because to do so is eco- 
nomical. However, the watch seldom keeps time 
as well as the old unit which already is regulated 
to the wearer’s arm or pocket. 


The Hamilton staff 

Unit C in Figure 12 is the Hamilton railroad 
watch series friction-balance staff. Here the sys- 
tem is a little different. Instead of driving the 
balance staff directly into the balance, the Hamil- 
ton Watch Co. has copied Waltham’s permanently 
fastened balance hub. The hub, placed into the 
balance at the time of manufacture and riveted 
over like the conventional riveted hub, is made of 
tough, hardened steel. Its hole is precision drilled 
and concentric with the balance’s circumference. 
The staff is then driven tightly into the hub with- 
out any strain on the balance arms. Such a bal- 
ance staff is more secure than that in A or B of 
Figure 12. As can easily be seen, there is much 


(please turn to page 182) 
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Figure 12. Various types of friction 
staffs showing the method of fasten- 
ing them to their balances. A and B 
are simply driven into holes in the 
balance arms. C and D have hard, 
tough-steel, permanent hubs in the 
arms into which the staff is driven, 
friction tight. E has a staff with a 
safety roller which is driven into a 
balance and also contains a hairspring 
post for the collet. F has a roller 
complete with pipe into which the 
staff is driven. The roller is a per- 
manent part of the balance arm al- 


though it is two different pieces. 
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Figure 11. Six types of friction 
staffs which have been used in 
small and large watches: A, the 
Moeris type; B, Waltham; C, Ham- 
ilton; D, Alden; E, Illinois; F, 


Roskopf. 
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which fitted into a steel balance arm containing the hub and hol- 


low hairspring pipe as one piece. 
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METHODS OF FASTENING STAFFS TO THE BALANCE (concluded) 


more surface for gripping and, should truing be 
required, the bending movement of the arm is 
distributed over a greater length of staff than in 
either the Moeris or Roskopf type. 


The Waltham staff 


Unit D is the Waltham friction staff, used on 
larger Waltham watches for more than 60 years 
with good results. These were first called “‘de- 
tachable staffs” and were much like the Hamilton, 
which followed Waltham’s path. The main differ- 
ence was that Hamilton used a square shoulder 
while the Waltham had a sharply tapered shoul- 
der which governed how far the staff could be 
placed into the balance arm. Notice that the 
shoulder of the Hamilton friction staff is grooved. 
Actually, the impulse roller fits over this and the 
separate safety roller rests on top. The purpose 
of the groove is to warn the watchmaker that 
here is a friction staff. Watchmakers who don’t 
recognize friction staffs, can cause much damage 
to expensive balances. If the friction staff is 
treated as a riveted staff, in trying to drive it out 
(with its hub) the balance can be ruined. Wal- 
tham makes its balance hubs blue to remind the 
watchmaker that the staff and hub are two pieces 
and should be removed as a friction staff. 

The efficiency of the Waltham staff system is 
evidenced by the numbers of watches which have 
been restaffed regularly without damage or wear 
or need for major poising or truing. 


Illinois Watch Co. staff 


E, Figure 12, is a staff used by the Illinois 
Watch Co., in the smallest American watch using 
a friction staff. The safety roller in this ladies’ 
watch was part of the staff. It can be remem- 
bered, with wry humor, how many watchmakers 
ruined their pivot punches trying to separate the 
roller from the staff when making replacement. 
A glance at the sectional view of the balance arm 
will show that the roller jewel was inserted di- 
rectly into the arm. The slight boss on the arms 
served as housing for the uprightness of the 
roller jewel. The boss also had a pipe extending 
upwards, for the safety-roller shoulder to rest 
upon. The pipe extended below the arm and 
served as the hairspring collet post. It can be 
seen that, because the watch was small and the 
gripping area for a friction staff was limited, 
more height was provided on the pipe for a fric- 
tion staff to hold. The staff was quite secure and 
the model was good. But the watchmaker had to 
be educated in the construction of the balance unit 
so that he would use extreme care in removing 
the staff. Fine tools were called for. The pivot 


182 


punch which ejected the staff had to have a very 
thin mouth to reach into the hairspring end of 
the pipe and loosen the staff. Furthermore, al- 
though the boss of the roller jewel and balance 
arm were one piece, the watchmaker unfamiliar 
with this unit sometimes invented diabolic meth- 
ods of attempting to separate them into two 
pieces. 

Figure 12, F, shows the Central, Alden models’ 
method of friction staffing. This was a slightly 
tapered shaft, looking much like an elongated 
friction pallet arbor. It fitted into an inverted 
roller with pipe which in turn was fitted friction- 
tight into the balance arm. The pallet fork was 
placed so that the guard finger was uppermost, 
and coincided with the upper safety roller. You 
rested a pivot punch on the upper pivot and gave 
it a slight tap to release the staff. The long thin 
sides of the staff, gripping on the walls of the 
pipe, supplied sufficient gripping surface for se- 
curity and truing manipulations, with no need to 
protect the balance at the center. This was a 
cheap watch but the method of staff fastening by 
friction was good. 


The Howard staff 

One of the best watches ever made in the 
United States was the Howard watch. Its most 
expensive model was a free-sprung balance with- 
out a regulator. It had a diamond cap jewel and 
was ultra-precise. This model, too, used a fric- 
tion staff, shown in Figure 13. The staff closely 
resembles the Hamilton friction staff in principle. 
The watch was fairly thin. To provide an extra 
area of friction gripping surface, the balance hub 
extended downward to become the hairspring col- 
let pipe as well. The balance arm, balance-staff 
hub and hairspring pipe were all one piece, pre- 
cision turned and reamed to close tolerances. In 
this Figure, A is the friction staff, B the balance 
arm hub pipe, etc. The lower view shows an en- 
largement of the hairspring collet resting on the 
hollow pipe which is shown without the staff. 

You could remove the staff without removing 
the hairspring but this was not recommended al- 
though replacing the balance staff was quite sim- 
ple. If you didn’t know it was a friction staff, 
you’d get an expensive lesson in horology. Inci- 
dentally, materials for all these watches are avail- 
able. This series should serve as an instructional 
manual as well as a visual catalogue of such 
staffs. EEGs 


Next month: Principles of staffing used in 
marine chronometers; also modern trends and 
ideas in balance staff design. 
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ULTRASONIC CLEANING 


by the 
nationally acclaimed, 


magneto-sirictive, 


Watch Waster 


MA nacht 
method 





Now== 


Pre-set timing of 
clean, rinse and dry 
operations 





Complete in one Cabinet, 814 x 13” (Not an attachment) 


CLEANS, RINSES, DRIES— ONE OR SEVERAL WATCHES AND PARTS AT ONE TIME 


See and try the entire 


Fast, — Thorough, — Safe WatchMaster Line 













Tape and Drum WatchMasters 
p 









Reaches even the smallest, most remote recesses 
Magnetizable chips can’t recirculate in solution 
Rarely need watch train be completely taken apart 


Engineered and manufactured in our own plant 






Fully guaranteed and backed by more 
than 20 years experience in producing Elimag (Demagnetizer] Pivot-Master — 


tor straightening and 







electronic instruments for watchmakers. 















American Time Products, Inc. 


580 Fifth Ave., New York 36, N.Y. 


Gentlemen,—Without obligation, please arrange to 
demonstrate at my bench, the instruments checked. 


[] Cleaner [] Tape WatchMaster [] Drum WatchMaster 


American Time Products, O] Elimag C1] Pivot-Master 
Inc. iain 
580 Fifth Ave., New York 36, N.Y. moaes 
Address 
City, State iittala 
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and Best 
NEWALL-IZED 


Swiss Stem System 


144 different genuine Swiss stems for 
popular and late model wrist watches 
will take care of over 95°, of watches 
you repair. In handsome steel stack-up 
cabinet. Bottles are numbered with 
the Newall! basic stock number. An as- 
sortment number is not necessary when 
reordering. System is never obsolete. 
Complete interchangeable model and 
measurement information is !isted in 
your Newall Fingerprint catalog. 


Insist on Newall-ized System $1000 and 
obtain the finest Swiss stem system on 


the market ...... TPE owe 


At your Newall Jobber. 














SINCE 1877 


Bowman Tech. School 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 


You con enter anytime. 


_ setting pipe. This 
_ weakens the roller so that when 


QUESTIONS 
and ANSWERS 


| SQUASHED ROLLER: Recently I 
had to replace a balance staff 
_in a shock-proof watch. When 
_I staked on the roller I found 
| that the safety roller part had 
'_ become squashed. What was 


this due to? Can I repair this 
roller so that it works again?— 
Ed Weigand, Boise, Idaho. 


Answer: Yes. Shock-proofing 
doesn’t always protect the watch 


_ from breakage. When you staked 
the roller, you forgot that the 


top of rollers for Incabloc and 
other shock devices are under- 
cut so that when they are jolted, 
the resilient spring causes the 
balance to fall down further. 
The undercut allows the balance 
a bit more distance to fall and 
is caught on the shoulder of the 
staff, roller edge or the jewel 
undercut 


you staked it as you would other 
rollers, you sauashed it. There 


such a dictionary with all the 
equivalents you ask plus Span- 
ish and Italian. It may be ob- 
tained from your local material 
jobber or from the Watchmakers 
of Switzerland, 730 5th Avenue, 
New York. 


REPAIRING CHRONOGRAPHS: 
Where can I obtain instruction 
in the repair of chronographs, 
calendar watches, stop watches 
and chiming watches? — Leeds 
Jewelers, Chicago. 


Answer: There are three good 
books which will help you: Com- 
plicated Watches and Their Re- 
pair by DeCarle; Watch and 
Clock Making and Their Repair 
by Gazeley; and The Chrono- 
graph by Humbert. When you 
practice on such a watch it is 
a good idea to mark each part 
or sketch it roughly so that you 
know the progression in which 
it goes back. The Levin book, 
Practical Benchwork for Hor- 
ologists, has an excellent chap- 
ter, with good photos, on how 
to take apart and clean a minute 
repeater. 





| is no efficient manner of repair- 
_ ing such a damaged roller. When 


Mr. Jeweler: You should encourage young men 
to take this training. We never have enough 
graduates to supply the demand. 





Send for free Catalogue 


“Your Future & Our School’’ Bowman Bidg., Lancaster, Pa. 


Registrar 
, eg 


Courses Approved for 
Veterans & State Rehabilitation 














NYE’S "= OILS 


The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford 





Mass. 





you stake on the next one do 
it in this manner: Choose a 
staking stump that fits the hair- 
spring shoulder of the staff. 


| Place the balance on this so that 
_ the staff’s roller post is upper- 


most. Place your roller on loose- 


_ly. Then choose a pivot punch 


with the largest hole but whose 


rim fits inside the countersink 


of the safety roller. With this 
arrangement you can stake on 
the staff without damaging 
roller. 


WATCH DICTIONARY: Where can 
I obtain a dictionary of watch 
parts with English, German and 
French equivalents ?—Rheingold 
Jewelers, Baltic, Wis. 


Answer: Ebauches S. A., Neu- 
chatel, Switzerland, publishes 


TIGHTENING HANDS: I have some 
trouble tightening second hands 
and center second hands. Also, 
I sometimes come across a stop 
watch center sweep hand that 
doesn’t always stop at zero or 
return to it. Is there any trick 
to tightening it?—G. J. Bolt, 
Los Angeles. 


Answer: Place your sweep 
second hand socket or any reg- 
ular socketed second hand in 
a well-fitted lathe chuck and 
tighten it. It will reduce the 
diameter of its hole equally and 
evenly. This is much better than 
pinching it ith a tweezer or 
cutting plier. When stop watch 
sweep hands fail to return to 
zero, check the hands’ security 
on the heart cam where they 
must be solidly fastened. 
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You'll sell more 


“Quick Service’ Monogramming 








Christmas Cards 
Writing Papers 

Fountain Pens 
Playing Cards 
Leather Goods 





Write for 
details 
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You can RENT a Kingsley 
Machine for only 21¢ a day! 


KINGSLEY MACHINES | 


850 Cahuenga Boulevard, Hollywood 38, California | 


This FREE counter display in 
color tells your customers the 
many advantages of 
Nivastan 
Stine aati ie el 
SELF-LUBRICATING MAINSPRINGS 




















a va it helps your 
a 
Tivet™ I repair business. 
MAINSPRING ¢ KS p | 
Let ae repens \ — You give 
gees ie a. a _— nat 
dae wecainanpivees = 
Teena you get 
a faxee ro atrowath 
sate more. 


te xe ¥& Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 


sending one Nivastar envelope to i 


HAMMEL, RIGLANDER & CO., INC. 





Box 100, Madison Square Sta., New York 10, N. Y 

















oe 
WATCH STONES CO. LTD. 


Manufacturers of jewel-bearings for watches, 
electrical measuring devices, meters, aviation- 
and marine-instruments, etc 


Thoune - Switzerland 














DIFFERENT! 
A TERRIFIC PROFIT-MAKER FOR YOU 


EXCITING! UNUSUAL! 


First—it whispers .. . 

Then—it chimes softly . . . 

Finally—it RINGS loud! 
This unusual alarm clock with its ingenious TRIPLE voice is 
ideal for the light as well as the heavy sleeper. It features 
40-hour alarm, radium dial and hands and the most accurate 
movement, precision-made by the world's largest clock factory. 
Ivory, brown or light green case. ONLY $8.95 plus F.E.T. 
With "Silent Tic” $9.95 plus F.E.T. 

Available through your favorite wholesaler 
Ask for full-color catalog on our complete line. 


CHRONOS CLOCK CORP. 


141 Fifth Avenue—New York 10, N. Y. 
Phone: SPring 7-5100 
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DON’T BUY 


ULTRASONIC CLEANING 
EQUIPMENT 


WITHOUT A 
Hermes-sonic 


Free Trial 
AT YOUR OWN BENCH 


SEE why focused side transducers are superior. 
SEE true high frequency . . . 1,000,000 cycles 
.. ond absolutely safe. 


SEE how eosy it is to convert your old watch 
cleaner inte up-to-date equipment. 


altel antler ee ee 2 
os er 


HERMES-SONIC 
13-19 University Place, 
New York 3, New York 


Gentlemen, 


! wont to test the HERMES-SONIC 
CLEANING ATTACHMENT at my 
bench WITHOUT OBLIGATION. 


My mechonicol cleaner is 
MAKE AND MODEL 

















cere 
BECKER-HECKMAN COMPANY 
29 Fast Madison Street. Chicago 2, Illinois 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students moy enroll at any time of the year 











ACONG@ 


THE GUARANTEED WATCH CROWN 


oy Pg oy CROWN oO. 











HARWILL Associated Auctioneers, 


exclusive jewelry auctioneers. Our service to 
you! To uphold your reputation and increase 
your cash reserve in shortest possible time, 
CONFIDENTIAL CORRESPONDENCE ASSURED. 


WRITE: TOWN HOUSE (BOX 827) 
Phone: Atlantic City 5-3609, Atl. City, N. J. 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 
“SITUATION WANTED"——Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 
“HELP WANTED”—"LINES WANTED”—and “SIDE LINES”"—Regular type $4.00 


first 25 words; additional words 15 cents per word. 


Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address envelepe “Box —,” 


© Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 

care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 


original letters of recemmendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA 





Situations Wanted 





MANAGER-salesman; retail credit op- 
eration; married, family: in 30s: 12 
years’ thorough experience: all phases 
= <* sagem address “K.; 4437,” care of 








DIAMOND BUYER; 12. years’ experience 
top importer ; excellent knowledge 
sources; supervise department, B.B.A. 
marketing; seeks opportunity N. Y. C. 
area; address “N., 4451,” care of JC-K. 


JEWELER; 12 years’ experience on 
Stamped platinum, light handmade gold 
specials and some repairing: wishes 
position; moderate salary; no setting; 
“434,” care of JC-K. 








CREDIT MANAGER | available, high 
grade store: excellent closer: enviable 
knowledge jewelry business: middle 
age; very finest reference: address “S., 
4429,”" care of JC-K. 





ORDER and repair clerk, female: ex- 
perienced mounting stock diamonds and 
customers diamonds: knowledge colored 
stones; address “F.. 4425." care of 
JC-K 














WATCHMAKER: good mechanic: over 11 
years’ fine store experience ; take charge 
repairs, sales; New York City, Long 
Island, Suburbs; references: address 
“S., 4387,” care of JC-K. 





WATCHMAKER experienced, sincere 
worker, would like to locate in 
Southern climate; will work in store 
with option to buy; for details write, 


“R, 4419,” care of JC-K. 


MAN FRIDAY; 15 years’ experience 
wholesaie diamond ring firm, order and 
repair department: mounting of cus- 
tomers and stock diamonds: A-1 firm: 
New York City only: address ‘430,” 
care of JC-K. 








SALESMAN: 10 years strong following 
selling 14K mountings Midwest whole- 
salers; want to connect with top grade 
manufacturers; available late fall: let’s 
talk now; address “431,” care of JC-K. 

A-1 JEWELER in gold, platinum; expert 
repair man; stone setter, sand casting, 
rhodium and gold plating: 55: excellent 
health; single go anywhere; address 
“L., 4443,” care of JC-K. 








WATCHMAKER; desires position; Pitts- 
burgh, Penna., preferred ; over 20 years’ 
experience ; 39 years old; excellent ref- 
erences; now employed; can take full 
7: address “L., 4434,” care of 

C-K, 





NATIONALLY ACQUAINTED salesman ; 
52; seeks briefcase line attractive com- 
petitively priced diamond rings; em- 
ployed now prominent store Manhattan 
area; $12,000 draw: address “S., 4291,” 
eare of JC-K. 





MANAGER or assistant manager; regis- 
tered jeweler: salesman with _ store 
background: history also includes com- 
plete repair supervision; desires affilia- 
tion with reliable firm; address “B., 
4426," care of JC-K 





MANAGER, SALESMAN; executive abil- 
ity; 25 years’ experience all phases 
jewelry business, credit advertising, 
merchandising: desires affiliation with 
reliable firm; address “J., 4430,” care 
of JC-K. 








BOOKKEEPER: full charge, payroll, 
taxes: over 15 years’ retail and manu- 
facturing experience; reliable, person- 
able; seeking position requiring highly 
capable person: address “W., 4407,” 
eare of JC-K. 








INSIDE SALESMAN available, reputable, 
wholesale jewelers downtown Manhat- 
tan: successful, intensified experience 
diamonds, watches, sterling; good will 
creator: middle age; bondable ; address 
“S., 4453,” care of JC-K. 

















CHAIN STORE district supervisor; early 
fifties; rapid incessant progress guar- 
anteed: detalis confidential; Sunday in- 
terview, your expense round trip from 
New York: address “S., 4452,” care of 
JC-K. 

ATTRACTIVE WOMAN with 15 years’ 
experience in jewelry store; capable of 
managing and buying both gold and 
costume jewelry; many years’ experi- 
ence in selling gifts and flat silver; 
finest references; address “I., 4459,” 
care of JC-K. 








FEMALE: bookkeeper, full charge, execu- 
tive secretary, expert stenographer, 
rapid typist, many vears’ experience 
assistant employer diamond jewelry 
stock records, inventory; trustworthy, 
personable; address “G., 378,” care of 
JC-K. 

DIAMOND MAN; your business needs a 
new outlook: I combine organizing 
talent with 18 years’ experience at top 
level management in rough and pol- 
ished: buying and manufacturing as 
well; will relocate; address “S., 32,” 
care of JC-K. 





LONG EXPERIENCE diamond buyer; 
best knowledge loose diamond business ; 
for buying, selling and appraising 
jewelry; years contact with the finest 
jewelers New York City and contact 
with private sources; any references; 
address “R., 4436,” care of JC-K. 
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DIAMOND BUYER and assorter; over 25 
years in positions of complete trust 
in merchandising and production of 
mounted merchandise, control and build- 
ing of salesman’s lines: finest refer- 
ences; address “F., 422,’ " care of JC- K. 


ae, 





MANAGER: married, age 48: 20 years’ 
e xperience in all phases of store manu- 
facturing operation, credit, display, styl- 
ing; European training in creative 
sales; references; bondable, relocate 
for steady position ; address “L., 43380,” 
care of JC-K. ; 

— a . —— 

WATCHMAKER in Phoenix, Ariz.; Chi- 
cago man moying to Phoenix perma- 
nently; age 46, good health, married; 
trade shop or store; experience on fin- 
est watches, chronographs and auto- 
matics ; salary - -going rate in your area; 

$33," 








ready Oct. 15th; address “K., 
care of JC-K. 
YOUNG diamond assorter; well experi- 


enced in selling and all phases of dia- 
monds and jewelry; military obliga- 
tions completed; married, neat, am- 
bitious; desire position with reputable 
firm with promising future; would re- 
locate if necessary; best references; 
address “436,”" care of JC-K. 


CERTIFIED GEMOLOGIST : 
better position with a 
store; 11 years’ 








waprting a 
fine jewelry 
experience in watch- 
making and selling retail; presently 
holding position as Certified Master 
Watchmaker and Jeweler, plus a knowl- 
ones in Lapidary. Address “S., 4321,” 
care of JC-K. 


SALESMAN: formerly associated with 
one of the major watch companies for 
almost 10 years; entire sales back- 
ground of many years has been with 
the best known lines in the industry: 
available for California and the South- 
west: employed at present but desire 
to make a change; address “R., 4460,” 
care of JC-K. 


SEEKING POSITION as assistant man- 
ager, estimator; supervising repair de- 
partment or counterman; after 20 years 
at same address, 521 Fifth Ave. Lobby, 
have liquidated my business; have spe- 
cialized in repairing and selling Rolex 
Watches since 1932; Wholesale pre- 
ferred ; . Schonfeld, 72 72nd _ St., 
Brooklyn 9, N. Y. 


SAN FRANCISCO OR LOS ANGELES: 
supervisor-manager, buyer, merchan- 
diser, salesman; diamonds, watches, 
silverware, jewelry; exceptional back- 
ground, qualifications, brilliant record 
sales producer top independent, chain, 
major department stores; key man for 
ambitious organization; telephone Los 
Angeles, DUnkirk 7-2865. 


AGGRESSIVE jewelry buyer; all 
phases; 25 years of thorough ex- 
perience; management, sales train- 
ing, credit supervisor, inventory 
control system, advertising promo- 
tions, direct mail; capable of handl- 
ing all departments; supervision of 
branch stores; address, “433,”’ care 


of JC-K. 


STORE MANAGER, 35 years old, mar- 
ried; 12 years’ experience: presently 
employed as manager of credit jewelry 




















store that is doing over $125,000 per 
vear; know hard selling, promotions, 
advertising, window display, buying, 


merchandising, credit and collections; 
I am also a watchmaker and do ring 
sizing; have been with present em- 
ployer 3 years; would like to locate in 
one of the Southern States: address 
“H.. 4412,” care of JC-K. 


Lines Wanted 





SIDE line of findings, gold sterling, silver 
and gold filled: experience with good 
following; 8 years traveling, New York 





through to North Carolina; address 
“M., 3083,” care of JC-K. 
EXPERIENCED SALESMAN; top re- 


tail following, Boston to Washing- 
ton including New York. Metropolli- 
tan area; interested short exclusive 
14K jewelry line; reputable firms; 


address, “K., 4369,” care of JC-K. 
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TEXAS, OKLAHOMA, LOUISIANA AND 
ARKANSAS; representation available; 
write Tola Tumbleweeds, Southwestern 
Gift & Jewelry Traveling Men’s Asso- 


ciation, c/o David Shapiro, Executive 
Director, 1710° Jackson St., Dallas, 
Texas. 


SEASONED manutacturer’s represen- 
tative with well established following 
selling wholesalers and jobbers in 
Southern States and Northeast, seeks 
one additional manufacturer’s line; 
Jack Kay, 15. Maiden Lane, New 
York City. 





HIGHEST ranking ace traveling repre- 
sentative available for Fall; strong 
salesman with following is needed 
now; 35 years selling in principal 
Eastern Cities; New York to Michi- 
gan; desires strong jewelry lines on 
strictly commission basis; gold, 
platinum, diamond lines, emblem 
line, traveling clocks, watches, pro- 
motion mdse.; have most powerful 
connections in the country with job- 
bers, credit, department stores, large 
retail stores and all other types of 
outlets; you cannot fail with this 
five star ace; what have you to offer; 


address, “i, 4355,” care of JC-K 
a 


Side Lines 


SALESMEN to call on department stores 
and retail jewelers with a complete line 
of scarab jewelry, $2.00 to $15.00 re- 
tail; address “S., 4462,” care of JC-K. 








SAL ESMEN. wanted with following, for 
original and popular priced charm line; 
will give drawing: all territories open 

address “K., 4424,” care of JC-K. 


WANTED; men with established territory 
to carry a side line of an entirely new 
idea in diamond ring matched sets: 
selling the retail trade only; address 
“E., 4450,” care of JC-K 








WANTED: sideline salesman to carry 
our fast selling cultured pearl jewelry ; 


20% commission; state territory, ex- 
perience and references; address “F., 


4409,” care of JC-K. 

SALESMEN with established territory to 
carry a popular priced gold ring line: 
commission; state experience, territory 
and references; Schwartz Jewelry Co.., 
Inc., 850 Elk St., Buffalo 10, N. ¥ 

SAL ESMEN 
a gold 
commission 
tories; address 
JC-K. 











several territories open for 
line consisting of 5000 items: 
12%%: protected _terri- 
“N., 4441,” care of 





SALESMAN to represent a manufacturer 
with a side line of wedding rings on 
commission basis; fine selling line: 
state of Texas and adjoining state: ad- 
dress “S., 4442,” care of JC-K 


SOME TERRITORIES still open for 
top salesmen calling on retail jew- 
elers to sell fast moving costume 











jewelry; exclusively imported; ad- 
dress, “432,” care of JC-K. 
SALESMAN ; Boston, ‘New York and 


Eastern territory to represent manufac- 
turer of costume jewelry on commission 


basis: we make up to $1.00 retailers to 
the jobbing trade; address “E., 4413,” 
care of JC-K. 





SALESMEN wanted by mfg. of com- 
petitive and extensive line of 14Kt. 
gold bracelets, dises, charms and cal- 
endars; address, “R, 4107,” care of 
JC-K 

SALESMAN to represent a manufacturer 
with wedding rings, mountings, em- 
blems, éte., for the better trade on com- 
mission basis; state territory you 
cover; address “S., 4421,” care of 
JC -K. 

SALESMEN for Southwest and Mid- 
west for long established manufac- 
turers outstanding 14K gold line to 
better retail stores; line is priced 
right and without competition; ad- 


dress, “W, 4444,” care of JC-K. 














BOXES; manufacturer of extensive stock 
line of cotton-filled and promotional 
jewelry boxes, is looking for good rep- 
resentation among the department 
stores, specialty and jewelry chains; 
sell from catalog or samples; commis- 
sion only; state background and terri- 





tory covered : address “N., 4414,” care 
of JC-K. 
WONDERFUL OPPORTUNITY _ for 


man covering retail jewelers and 
department store with non-conflict- 
ing line; will represent a well es- 
tablished manufacturer of fine qual- 
ity, (priced to sell) ladies and gents 
stone rings, cultured pearl rings, zir- 
con rings and wedding rings; liberal 
commission plus bonus; state ex- 
perience, territory covered and line 
now carried; sample line seady for 
fast shipment to right man; address, 





“R, 4448,” care of JC-K. 
EXPERIENCED ; (2) diamond ring sales- 
men for nationally advertised ring 


house, to cover the Southern and South- 
western territories: we have a large 
established active trade and it is neces- 
sary that we take on experienced rep- 
resentatives with a strong following of 
their own: this is an excellent oppor- 
tunity for the right men who are ac- 
customed only to high earnings; sub- 
stantial drawing account against com- 


missions: all replies held strictly 
confidential ; address “M., 4423,” care 
of JC-K. 


a encom 
Help Wanted 


JEWELER: a fine mechanic coupled with 
business ‘ability for a manufacturing 
shop ; write in detail; address “S., 4420,” 
eare of JC-K 


HAND ENGRAVER and stone setter; to 
work in Great Neck, N. Y., 9-5: 30, 5 
day week ; excellent position ; apply Box 
451, Great Neck, New York. 


EXPERIENCED WATCHMAKER to 
work in an old established store in the 
Southwest: address “H., 4279,” care of 
J ; 














WANTED: jeweler-engraver, for one of 
Souths oldest and best jewelry stores; 
good salary ; permanent for right party ; 
address “J., 4411,” care of JC-K 





JEWELER-ENGRAVER combination man 
for fine retail store, splendid working 
conditions, good hours, good salary; 
address, Carpenter-Matthew, Asheville, 
N. C. 





SALESMAN: experienced in selling finest 
quality diamonds, jewelry, watches and 
sterling silverware; salary commensur- 
ate with ability: 5 day week; Brown's 
Jewelers, 120 Broad St., Stamford, Conn. 

WATCHMAKER, experienced; five day 
week: ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 











in first letter: address “R., 2165,” care 
of JC-K. 
WATCHMAKER “WANTED : first class 


to work in a first class jewelry store in 
Huntington, L. I., N. Y¥.: must be able 
to handle all grades of watches; state 
salary and referetices in first letter: 
Einsoka Jewelers, Box 25, Huntington. 





WATCHMAKER with sales experience 
for Worcester, Mass., area store; state 
experience, equipment, age; immediate 
employment; excellent opportunity; re- 
plies confidential : address “B., 4458,” 
eare of JC-K 

HAND LETTER EN- 
for long established, air con- 
no lay-offs; state ex- 
salary expected in first 
& Woodward, 115 W 
Kentucky. 








WANTED: 
GRAVER, 
ditioned shop; 
perience and 
letter Miller 
Short St., Lexington, 











TOP SALARY to experienced watchmaker 
for college campus store; must be fast 
but thorough; if you don’t true and 
poise balances don’t apply; Genung’s 
Jewelry, 607 E. Green St., Champaign, 
[llinois. 














(Continued on page 188) 

















































































































(Continued from page 187) 





SALESMAN-MANAGER: volume credit 
store has position for dynamic top man 
to assist owner in store functions; ad- 
vise past business responsibilities, sal- 
ary desired; family and availabilitv 
first letter; Norman Gordon, 615 
oceans Building, Oklahoma City, Okla- 
10ma. 


—— 


SALESMAN calling on department, spe- 
clalty stores and fine jewelers in Chi- 
cago and surrounding states, for sale 
of established, well known line of qual- 
ity compacts, cigarette cases, purse ac- 
cessories; address “S., 4427,” care of 
JC-K, 

SALESMAN calling on retail jewelers; 
Pittsburgh, Tri-State area; Ameri- 
cas most complete line of Scarab 
jewelry, Disc jewelry, Identification 
Bracelets; see our ad, page 105: 
Admark, 714 Sansom St., Phila. 6, 
Pa. 

SALESMAN calling on retail jewelers; 
North Carolina, S. Carolina, Georgia, 
Florida; America’s most complete 
line of Scarab jewelry; Dise jewelry; 
identification bracelets; established 
accounts; drawing; see our ad, Page 
105. Admark, 714 Sansom St.. Phil- 
adelphia 6, Pa. 

JEWELRY-foreman and modelmaker with 
considerable experience in management 
of | jewelry shop; capable of making, 
caiculating and managing from design 
to finished product or commercial pro- 
duction; trustworthy and reliable: ref- 
erences; address “K., 4410,” care of 


JIC-K 





WATCH SALESMAN with a following. 
for fine Swiss watch line calling on 
quality jewelers only : territories : 
Penna.. New York State, including New 
York City, New Jersey, Delaware, West 
Virginia; many active accounts: all 
replies held confidential: address “E.. 
4418,” care of JC-K. 

MANUFACTURER of the World’s Finest 
Cigarette Lighter since 1928. has sales 
territories open for its beautiful new 
sensational line of pocket and table 
lighters for better jewelry and depart- 
ment stores; liberal commission basis : 
state full details in first letter: Bowers 
Lighter Co., Kalamazoo, Michigan. 


JEWELRY STORE manager for King’s 
Jewelry, Youngstown, Ohio; thor- 
ough knowledge of all phases of 
selling, merchandising, inventory 
control and promotion required: 
write complete resume to L. Perel- 
man, 124 E. Washington St., New 
Castle, Penna, 


WEST COAST SALESMAN for qual- 
ity watch line with retail jeweler 
following; very good draw; excep- 
tional opportanity for the right man 
to join a top-line company; full 
particulars first letter; replies con- 
fidential; address, “F., 4371.” care 

: of Jc-K. 

WATCHMAKER; must be experienced 
in repairing all types of modern 
watches; permanent position, pleas- 
ant working conditions; air-condi- 
tioned shop; attractive salary, plus 
employe benefits; apply in own 
handwriting and give references in 
first letter: Hillman Jewelers, Inc.. 
612 Wabash Ave.. Terre Haute, Ind. 

AVAILABLE NOW: complete line of the 
highest grade by manufacturer of 14K. 
sterling silver and gold-filled jewelry 
consisting of charms, bracelets, ear- 
rings, brooches, men’s jewelry, etc., for 
New York and Metropolitan area and 
Midwestern territory: fine opportunity 
for the right man: address “C., 4332,” 
care of JC-K. 

WATCHMAKER AND ENGRAVER: 
slight knowledge of clock repair: only 
finest workmanship acceptable: include 
references and record of experience in 
first letter; opportunity for the right 
man to work into ownership of busi- 
ness ; central Penna. city’s oldest jewel- 
7 we: address “S., 4457,” care of 
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EXPERIENCED diamond and watch 
salesman for retail store, under 60 
years of age and in A-I physical con- 
dition; salary open from $100:00 to 
$150.00 per week, depending on ability; 
include recent photograph and refer- 
ences; all replies confidential; Roger & 
Co., 1 N. Illinois St., Indianapolis, Ind., 
Att’n. J. Blickman. 


SALESMEN for old established dia- 
mond ring house; one for Southern 
territory and one for Mid-West: 
men with established retail follow- 
ing to combine with our following; 
resident of area desired; drawing 
against commission; give antece- 
dents in first letter; all information 
kept in strict confidence; address, 
“K., 4362,” care of JC-K. 








WATCHMAKERS and department man- 
agers: openings in leased watch and 
jewelry repair departments in leading 
department stores throughont country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 








SALESMEN: nationally known diamond 
ring house adding to our sales organiza- 
tion; require salesmen for Southern 
territory and Mid Central States; men 
with established retail following only 
need apply: liberal commissions, draw- 
ing against commission: give thorough 
antecedents in first letter: all informa- 
tion kept in strict confidence: address 
“"R., 4405,” care of JC-K. 





JEWELRY SALESMEN, covering retail 
jewelry trade to carry a completely new 
item as a side line; a brand new mer- 
chandising idea that can be sold to 
every stop asa “plus” sales with 25% 
commission for $24.00 unit sale; pack- 
aged in self selling display kit; has 
greatest appeal to retail jewelers: for 
full details write to MONO-CRAFT, 63 
Dickerson St., Newark, N. J. 





STORE MANAGER: thoroughly experi- 
enced to manage retail credit jewelry 
store in the Middlewest: doing over 
$200,000 yearly volume; capable of 
handling all departments, including 
credit collections, display: top salary, 
Plus bonus and commission; state de- 
tails of previous experience; all replies 
confidential: address “R., 4313,” care 
of JC-K. 


ASSISTANT MANAGER; splendid op- 
portunity for well rounded experi- 
enced man; with large high type 
credit jewelry store in Central 
Texas; excellent working conditions 
and chance for advancement for 
personable, top flight man; include 
references, picture, salary desired 
and experience and other details in 
first letter: N. C. Hall, Jewelry, 417 
Houston St., Ft. Worth, Texas. 


IMPORTANT SWISS Manufacturers 
of pin lever and Roskopf watches 
desire the services of experienced 
salesman calling on the drug and 
chain stores; Swiss director will in- 
terview prospective applicants be- 
ginning with week of September 8, 
1958; only those qualified and ex- 
perienced in mentioned field need 
apply; all correspondence held in 
strict confidence: write “J., 4456,” 


eare of JC-K. 


DIAMOND SALESMAN; exceptional op- 
portunity for experienced diamond sales- 
man to sell complete delivery line. of 
diamond rings and matched sets of ex- 
ceptional styling and value, for a firm 
recognized for 80 years as one of the 
most respected diamond houses: along 
with dealer’s aids, advertising and gen- 
erous commissions, a lucrative proposi- 
tion is offered to a man who has es- 
tablished contacts and following among 
retail jewelers in and around areas of 
St. Louis, Omaha, Kansas City, - Okla- 
homa City, Dallas, Minneapolis and 
who lives in their environs: write or 
telephone: Barnett Davis, Inc., Clark 
Bidg., Pittsburgh, Penna.; giving full 
details of ability, past association, ter- 
ritories; all replies confidential: 

















NR ACR RAN CEA 
For Sale 


Stores, Stocks and Businesses 











SHOWCASE 6’ by 26” x 41”; watch- 
maker’s bench; watch parts and crys- 
tals with cabinet; address “S., 4449, 
eare of JC-K. 

WASHINGTON, D. C., well established 
watchmaking business for sale; small 
inventory of jewelry and greeting ecards; 
address ‘“M., 4447,” care of JC-K. 


—EEE 


FLA., 100% location; # years 
$50,000; other interests; finest 
area: custom fixtures; address ‘l., 
4416,” care of JC-K. 











JEWELRY STORE in Central Michigan ; 
well established; air conditioned ; blond 
fixture, good volume; plenty repairs; 
$12,000: address “T., 4454,” care of 
JIC-K. 








ESTABLISHED fine jewelry store; known 
as the Heckert Jewelry Store in Mas- 
sillon, Ohio; store fixtures with or with- 
out inventory; apply C. J. Duncan, 
Massillon, Ohio. 


—_— 











COMPLETE jewelry store fixtures, wall 
cases, show cases; genuine Walnut at 
great sacrifice; neon signs; office de- 
signed by Telchen-Campanella; address 
“435.” care of JC-K. 


A MANUFACTURING jewelry plant for 
sale: many years in business; doing a 
good business and could be tripled; will 
require at least. $100,000 to start; ad- 
dress “S., 4422,” care of JC-K. 


$$ $$$. $$ —————8 


WELL ESTABLISHED wholesale cos- 
tume jewelry and gift item business in 
Chicago: small capital, wonderful op- 
portunity to expand; owner wishes to 
retire ; address “P., 4415,” care of JC-K 





WATCH MATERIAL business; old es- 
tablished firm: chance of a lifetime: 
$10,000 inventory and fixtures; 
Glazer Jewelry Co., Ine., 149 E. 
Main St.. Rochester, N. Y. 

FOR SALE IN SOUTH GEORGIA: 
Jewelry, repair and gift business; stock 
and fixtures: firmly established; fea- 
turing best in ‘jewelry, china and ster- 
linge lines: excellent location; address 
“J. 4440.” care of JC-K 





OLDEST ESTABLISHED cash _ jewelry 
store on Southern Long Island; large, 
modern, air conditioned: top location ; 
opportunity for improvement and ex- 
pansion : $14,000 complete; address “K.., 
4417,” care of JC-K. 





—~— 


FLORIDA EAST COAST MISSILE 
TEST CENTER; small jewelry store 
operated by watchmaker and wife: 
corner location; established 20 
vears; owner wishes to retire; $8000 
cash: address, “S, 4408.” care of 
Jc-K. 


CREDIT JEWELRY STORE: 100% loca- 
tion in the heart of Denver: established 
66 years: branch store in suburban 
area: quick sales can be negotiated at 
an extreme sacrifice: owner retirir¢ 
and leaving city: Phil Kleiger, 912 16th 
St.:ephone Tabor 5-2358. 


a 








JEWELRY & WATCH REPAIR depart- 
ment for lease: 250 sq. feet plus win- 
dow, fully equipped, over $90,000 gross: 
central location with 1450 car parking 
facilities adjacent: Dworski Jewelry & 
Music. Store, 75-77 Clinton Ave. North, 
tochester, N. Y. Baker 5-6517T. 


— 





JEWELRY STORE: one of Western Con- 
necticut’s very best with large gift, 
small appliance and luggage depart- 
ments plus greeting cards, radios, china, 
sterling :. valuable franchises; tremend- 
ous. watch repair business; priced at 
$35,000: owner has other interests: ad- 
dress “S., 4455,” care of JC-K. 


STANLEY'S JEWELERS, GASTONIA, 
N. C.,. established over 8 years; 100% 
location, good lease: modern new front, 
air conditioned; will sell with low in- 
ventory now or will sell lease, fixtures 
and equipment on Jan. 1, 1959; selling 
out due to my retirement from active 
business; apply Samuel Shavitz, High 
Point, N. C. 





JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1958 











CASH JEWELRY STORE and Watch 
Shop; 30 miles from Chicago, in In- 
diana; 20 years in the same loca- 
tion; good rent and lease; clean 
stock; excellent fixtures; $35,000 
inventory, will reduce part of it (no 
Brokers) Write to The Residence, 
Shady Acres, 22910 Burnham Ave.. 
Chicago Heights, ill. 


JE ‘WELRY STORE in good South « Caro- 
lina industrial town of around 10,000 
population with good drawing from 
surrounding community; modern front 
and fixtures, air conditioning : credit 
operation with $22,000 accounts re- 
ceivable; $17,000 inventory, rent $12 
monthly : will sell with or ‘without = 

4 4 





= 








ventory; address “J... 431, care of 
JC-K. 

LARGE MODERN jewelry store, showing 
exceptional profit, best location; good 
lease at low rent; new clean stock: 
complete camera department, type- 
writer sales; no competition; good 


steady watch repair volume ; ide al dry 
climate in mining, ranching area; about 
$20,000; can be reduced, terms avail- 
able ; other interests forces sale: Box 
_ 856, Lovelock, Nevada. 





" established modern paar Bena oy 
tion 120,000, drawing area 500,000; 
all major lines; 5 year lease with 
option; ideal watchmaker-wife com- 
bination; rent $165; inventory incl; 
fixtures ‘about $6500: gross 1957, 
$31,000; Write, Swiss Jewelers, 
1617 E. Santa Clara St., San Jose, 
Calif. 








Business Opportunities 
LIQUIDATE? GORDON BROTHERS! 


Flat sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ads 
below. 


SELL STORE? GORDON BROTH. 
ERS! Our reputation is your cer- 
tainty ... of maximum price, speed, 
reliability, facilities to meet indi- 
vidual needs. Oldest and largest 
eash buyers in the country. See ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom. 
field St., Boston. Hancock 6- 3233. 


ANTHONY J. GREGORY. auctioneer. 




















6748 No. Ashland; Sbriargate 

ri 7303. Chicago 26, Til. 
INDIANA, IL LINOIS jewelers : will pur- 
ehase cash or credit store: prefer citv 


of 40,000 or more: address “T.., 4446,” 


eare of JC-K. 








CONSTILT M. Y. FINKELMAN, 29 FE. 
Madison, Chicago: since 1923 highest 


cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 
SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage: bank and trade 
references. Write 54 Lispenard St., 
New York; 233 


telephone Canal 6-5255. 
SAMUEL GANSBERG, INC., buy 
your surplus or entire stock and fix- 








w ill 





tures: highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565. 

BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. ¥. C., over 35 years successful 


retail or auction sales for jewelers 
throughout the country: highest 
references; see our ad page 166. 
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WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 


1919, over 1500 jewelers have used our 
services; also buy stores for cash; 
write, wire or telephone Longacre 5- 
738 





WANT TO RAISE CASH? Conduct a 
PROFESSIONAL FLAT OR AUC- 
TION SALE to bring you top dollar 
results through our 35 years of 
sales experience; Harry Schechter 
Sales Service; 2 W. 47th St., New 
York 36, N. Y. 


| AM looking for an ome established jewel- 
ry store with a good reputation: I am 
in the position to pay cash on the “bar- 
rel head” for a good going retail store; 
all correspondence will be treated with 
strict confidence; reply to Herman 
Kimmel, 141 N. County Rd., Palm 
Beach, Fla. 


A & G SALES CO., West’s leading jew- 
elry liquidators will buy your store 
for cash or raise the cash you need 
by auction or any kind of a sale 
best suited for your store; no obliga- 
tion; write, wire 96 Fremont Place. 
Los Angeles 5, Calif.. phone Web- 
ster 8- 1106. 


MARTY MILES SALE guarantees 
quick action-cash profits: our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit- 
wise our efforts produce for you: every 
sales is carefully analyzed, planned in 
advance and is under constant super- 
vision of our executive staff; you can 
afford the best. Write, wire, phone 
Marty Miles Sales Inc., 910 N.FE. 136th 
Street, Miami, Florida: phone Plaza 
1-2885. 








- 





DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten vears alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone: Manny Silverman of Silver- 
man Sales Enterprises. 580 Fifth 
Ave.. New York 19, N. Y. Telephone 
PL 7-4693: see page 18 for addi- 


tional details. 








Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 








tails, 38 Bromfield St.. Boston. 
Hancock 6-3233. 
AMBITIOUS experienced manager, with 


$10,000 down payment, seeking Mid- 
west jewelry store with volume over 
$90,000: can furnish excellent refer- 
ences; address “W., 4435.” care of 
JC-K. 


SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet: S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 


WE ARE interested in Kayihe several 
jewelry stores that meet the follow- 
ing classifications: (1) Must be in 
towns of 5000 to 50,000 popula- 














—— 





tion; (2) must be cash type stores; 
must have good reputation and be 
(3) must have Sterling lines; (4) 
must have good reputaton and 
well established; Manning Watch & 
Jewelry Co., 580 Fifth Ave., New 
York, N. Y. 


SPOT cash fer @iamenda: weaskan new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers’ Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois, Ran- 


lolph 6-7390. 








Watch Work, etc., for 
the Trade 


FINE watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days service: Watchmaster tested; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill 











BOSTON, M ASS. ‘ expert and guaranteed 








watch repairing ; Watchmaster tested : 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 
COMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service: al! watches timed, tested and 
guaranteed: 25 years’ experience. Stu- 


dio Watch Service, 1510-20 FE. Dela- 


ware Place, Chicago 73 Ill. 





RELIAB L E 


trade watch “‘yepairing : ex- 
cellent service: electronically times; 
cases polished: work guaranteed; rea- 
sonable prices; all watches insured; J. 
Caparo, 16 E. Wood S8St., Norristown, 
Pa. 








EXCELLENT FRENCH WATCHMAKER 
will accept one or two good accounts; 
pick up and delivery may be arranged 
in South Bay Section of Los Angeles; 
all watches Watchmaster tested; work 
guaranteed one vear: fast service; ad- 
dress “A., 4428,” care of JC-K. 








Special Order Work and 
Repairs for the Trade 


HAND engraving on Trophies & Awards: 
$.06 per letter: S. W. Jacobs, Mfg. 
Jeweler, 301 Steiner Bidg., Lima, Ohio. 








JEW VELRY re pairing: new mountings fur- 
nished : diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, Ill. 

Ww HEELS and pinions cut: prompt and 
guaranteed service; estimates and price 
list on request. The Clock Shop, 108 
2nd St., S.W., Charlottsville, Va. 








Miscellaneous 











JUST RELEASED! HAMILTON ELEC- 
TRIC WATCH REPAIR MANUAL; 
over 100 step by step illustrations: 
price $6.50; Western Penna. Horo- 
logical Institute, 307 Ridge Ave.. 
Pittsburgh 12, Penna. 


GEM CUTTERS “GUILD OF AMERICA. 


—< 











4122 Madison Ave., Brookfield, Til. Oct 
ist: featuring Show Piece Gem Slabs 
to member Lapidary enthusiasts; mail 
order only. 


—— 


TUMBLE POLISHED genuine Gem stone 


jewelry: Agate, Petrified Wood, Ame- 
thyst, Rose Quartz, etc. prices, sam- 
ples on request; 800 Ib. stones in stock : 


Avery, 332 Columbia Bivd., Woodridge, 
> F 





R SPECIALISTS: all makes 
repaired; free estimates; spec ial rates 
to the trade ; authorized Zeiss, Hen 
soldt, Bausch & Lomb, Bushnell dealer ; 
Tele- Optics, 5514 Lawrence, Chicago 39, 
Illinois. 
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Planning a STORE-WIDE SALE? 


*50 


A Complete — Package 
... 50 you can ‘DO IT YOURSELF!” 


YES! RUN YOUR OWN SALE! 


More than 5,000 Sales-Aids and Timely Ideas 
sure to draw Crowds 


NEED CASH SPECIALS? 


We can serve you on Memorandum with several hundred | 
of the hottest fast selling profitable traffic items, in- 
cluding Advertising Copy that will make your sale a suc- 
cess any month of the year. 


Consult us in confidence. We can refer you to a number 
of Jewelers who have run Successful and Profitable Sales 
with our service. Write, wire or phone for details! No 
town too small for a SUCCESSFUL SALE! We can rec- 


ommend Experienced Sales Supervisors at nominal fee—#___ 


upon request! 


NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-76-100 


HOW TO SELL "Em BY THE THOUSANDS! A 

DIRECT MAIL LETTER WITH COPY AND MAT; 

FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS) 


J. BIELER PROMOTIONS 1.221 2.1. 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 


FOR EVERYTHING 
YOU NEED TO RUN 
ANY KIND of SALE! 


Sample Full-Page Adv (Reduced) 





Siorewome STOCK LIQUIDATION SALE 
» PUBLIC NOTICE! Svace ON THE PREMISES! EVERYTHING 44+ 00! 
gx DIAMONDS! WATCHES! JEWELRY: 


le SCRIFICED? me 


"WE WERE WRONG-WE ARE y: 


Y — 1 sey enero ode 
ee aie ane ag Pom 4 Te w Guaranteed Stock At 


a "DISCOUNTS 's UP. TO 75% 
"7 - THURSDAY 


et nae 

















OUT THEY GO 


PTO 75.» * DOLLAR 


| EVERY ARTIC Guana NOT GOING 5 oe 


CARE BOKES 


| Tmovcan 


| ieee 


mi Crore Now" ie 


a) ACT NOW - 
mer | he te OPEN MONDAY AND THURSDAY NITES ' 


PICK 9 WATCH S 
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GET SET TO GO—NOW! 


® Many wise, constructive and inspirational words 
came from many speakers during the ten recent 
days of conventioning at Chicago and New York. 

But perhaps the timeliest, most truly hearten- 
ing and encouraging address was heard by only 
a few listeners. This was the report from Eugene 
B. Mapel of Barrington Associates, management 
consultants, at the annual meeting of the Jewelry 
Industrial Council. (Unfortunately, the meeting 
was held a block and-a half away from the Wal- 
dorf-Astoria Hotel and was not listed in RJA’s 
official program of events scheduled for the New 
York Convention and Show.) 

“Get Set to Go—Now,” Mr. Mapel said, first- 
off, reading the title of his paper. Every fact he 
mentioned during the course of the next half 
hour supported the call to action contained in 
those five, short, vigorous words—get set to go, 
now! “You are moving into a position in which 
you can get more sales and more money,” he de- 
clared. “Real opportunities await you, right at 
your door.” 

He supplied four definite reasons why jewelers 
should get set now for a good Christmas—better 
than last year’s—and for a promising ’59. 

1. The growing pre-marriage market, young- 
sters 16 years old and older, with growing need 
for graduation, engagement and other gifts. “You 
will feel the effect this year, more noticeably next 
year; and by 1962 show substantially increased 
sales to this market.” 

2. The wedding market itself, growing as 16- 
year-old girls move on, in great numbers, into the 
18-year-old and older group. “From 1960 on, just 
a little more than a year from now, the marriage 
market will grow and continue to grow.” 

3. The increased importance of fashion. 

4. Steadily rising family income, with more dol- 
lars that can be spent in jewelry stores. 

‘You have ahead of you, on an increasing scale, 
outstanding opportunities to increase sales for a 
long period of years,” Mr. Mapel summed up. 
“This coming Christmas season—the season in 
which you do 40 per cent of your year’s business 
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—should be a good season, better in fact than the 
Christmas of 1957, if you are aggressive in-your 
selling and advertising efforts.” 

After a year of recession worries (a year dur- 
ing which most jewelers feared recession far more 
than they actually felt it), this is certainly a time 
for retail jewelers to get going with confidence. 

RJA itself is getting set to go, in a very big 
way. Today it has 3100 members, but before the 
end of September it hopes to have 10,000. Two- 
man teams will visit non-member stores in the 33 
affiliated states between September 8 and Sep- 
tember 21. By joining his state association and 
the national association, every jeweler will gain 
business-building ideas and the satisfaction of 
working together. These gains will be worth far 
more than the cost of the membership dues. And, 
needless to say, with larger memberships, the 
associations will speak more effectively in state 
and national capitals, for or against issues in 
which retail jewelers are concerned. 

So, if you are not already a member of RJA, 
you’ll probably have a couple of fellow-jeweler 
visitors sometime this month. Don’t give them a 
hard time. Say Yes. Help RJA get set to go— 
now. 

As individuals, retail jewelers are set to go, 
too. They proved that at the national show at the 
Waldorf. Some exhibitors wrote more business 
this year than they did at any show in any year. 
Many took more orders during the first two days 
than they did during all five days last year. This 
means that, in the sober judgment of the jewelry 
industry, the recession is over-—and that jewelry 
sales, as usual, will be among the first to benefit 
from a rising economy. The trade is rebuilding 
inventory at all levels, in preparation for hearty 
Christmas volume. 

Yes, there is every reason for the jewelry in- 
dustry to get set to go—now. And there are signs 
apienty that it is doing just that! 


baste d Wheel 
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FIRST WITH 


NEW “TRIMETTE” FOR UNDERARMS 
Lady Ronson’s exclusive “Trimette,”’ 
a separate set or gentle trimmers, 
smooths underarms...swiftly, safely! 


EXQUISITE JEWELRY LOOK-—etched in gold with a spray of gleaming 
pearls! In Blush Pink, Blue Heaven, Snow White. Suggested retail price $17.50. 


THE “PEEK-A-B00”’ PACKAGE — Rich new package is sheathed in satin 


and touched with gold. Strictly feminine and hard to resist! 


Lady Ronson Deluxe will be backed by powerful consumer adver- 
tising and sales incentives fer you and your sales personnel. Ask 
your supplier to show you this fabulous new “leading lady’’! 





/ 


NEW “BEAUTY-GLIDE” FOR LEGS 
Only Lady Ronson Deluxe has ‘‘beauty- 
glide’ contoured shaver head...shaves 
. Closer... keeps legs hair-free days 


» longer! No scraping, no irritation! 





MAKER OF THE WORLD’S GREATEST LIGHTERS, 
ELECTRIC SHAVERS AND HAIR DRYERS 





An important policy announcement from Oneida Ltd. 


All Heirloom Sterling 


place-setting prices 
are now reduced! 


Heirloom Sterling responds to your requests—and leads 
the way to more volume, greater profits for you! 


Everyone ta/ks about high prices . . . now Heirloom Sterling Aas done some- 
thing about it! On August 1, 1958, the prices on all Heirloom Sterling place 
settings and place-setting items were rolled back. This is a part of the Heirloom 
Sterling campaign to bring back once more the volume sales of sterling 

silver. We believe sterling prices have grown too high—out of line with the 
prices of competitive articles and out of step with today’s economic conditions. 
In order to assure Heirloom Sterling franchised retailers a proper return on 
their investment, with no loss of prestige or dignity for sterling itself, this 

is what we have done: 


LOWERED PRICES: Lower prices mean greater volume. Only the prices are changed 
... the quality and your profit remain the same! Heirloom Sterling 
will absorb the cost in order to increase turnover and saies. 


NEW FEDERAL We believe that manufacturers and retailers are using an 
outmoded pricing system in advertising and merchandising the 
TAX POLICY: prices of sterling silver. Many other manufacturers and retailers 
of articles subject to the Federal Excise Tax have long since 
abandoned the practice of advertising tax-included prices. 
Consumers have accepted this . . . hence, Heirloom Sterling will 
now advertise and merchandise the subject-to-tax prices. 


INTENSE Outstanding double-page-spread advertising will run in national 
‘magazines, and displays, reprints, mats, radio and TV scripts, 
ADVERTISING AND plus an informative broadside and new price cards, will be sent to 
PROMOTING--PLUS all franchised retailers. However, we must have your support—we 
will be able to maintain our lower Heirloom Sterling prices only 
YOUR SUPPORT: if you*join us in greater sales and promotional effort to publicize 
these lower prices. We guarantee our new low prices until 
January 1, 1959—but your support will determine our future 
programs after this date. 


¥ - 


Sterling is for NOW. . . and the profit is for YOU! 


Oneida Silversmiths @ 


makers of distinctive tableware HEIRLOOM* STERLING 
COMMUNITY®* SILVERPLATE 


*TRADEMARKS OF ONEIDA LTO.. ONEIDA, N. ¥ ONEIDACRAFT* STAINLESS 





